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The demands made upon the pressroom of 


The Philadelphia 


Record = 


by the rapid increase in circulation has 
necessitated more presses. Orders for three 
new monster sextuple presses have been 
= and are well under way. Two are 

ing constructed by R. Hoe & Co., of New 
York, and another by the Goss Printing 
Press Co., of Chicago, is to be installed dur- 
ing the present month. LKach of these 
presses will print, cut, paste and fold 72,000 
eight-page papers per hour ( twenty com- 
= eight-page papers per second,) 48,000 

n or twelve-page papers per hour, or 24,000 
twenty four-page papers per hour. Added 
to the four presses of enormous output 
now doing service in the pressroom 
Recorp is “Reedy” for all circulation foronas] 
demands. One of e later is xy monster Hee - 

¥ O' eight, ten ar SCF epee 
per hour; and the aa y 
insert 
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Niagara Wastes Ten Million Horse-Power a Second. 


THERE IS 
NO WASTE IN 
CE 





It is the embodiment of advertising power, the Bridled 
Niagara of the Newspaper World. Concentration 
of Power is the scheme of the age. There are papers 
and papers and lists of papers, but in the words of one of the 
greatest advertisers 


There is but One “Comfort” 


It is the personification of advertising power, the 
one paper in Nineteen Thousand that can furnish the 
power to carry your ad to six million readers, 

All General Advertising Agents represent Comrort. 


W. H. GANNETT, Publisher, 
AUGUSTA, MAINE. 


Boston: New York: Chicago : 
John Hancock Building. Tribune Building. NM arquette Building 
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VoL. XXIV. 
THE ADVERTISING OF HIRES’ 
ROOTBEER. 


A CHAT WITH MR. W. W. WILLIAMSON, 
ADVERTISING MANAGER FOR THE 
CHARLES E. HIRES CO.—A BUSINESS 
STARTED TWENTY YEARS AGO WITH 
A FEW HUNDRED DOLLARS’ CAPITAL, 
NOW SPENDS OVER $200,000 A YEAR 
IN ADVERTISING—A SUCCESS DIS- 
TINCTLY TRACEABLE TO NEWSPA- 
PER ADVERTISING. 


Everybody has heard of Hires’ Root- 
beer, and most people have drank it, 
especially in the 
summer time. 
Probably few of its 
consumers, ho w- 
ever, have any idea 
of the time and 
trouble and money 
it took to make it 
as popular as it is 
to-day. While in 
Philadelphia rec- 
ently,a PRINTERS’ 
INK representative 
dropped into the 
office of the Char- 
les E. Hires Co. 
and had an adver- 
tising talk with Mr. 
Williamson, the 
pleasant-mannered 
young gentleman 
who attends to the 
firm’s publicity. 

Asked about the 
origin of the busi- 
ness, Mr. Williamson said in reply: 

“ When Mr. Charles E. Hires began 
the manufacture of Hires’ Rootbeer 
some twenty years ago, he had not 
only to create the demand for his 
product, but also to educate the public 
to its merits and use—not a small 
undertaking with a specialty not classed 
in the line of necessities. To do this 
he had for his capital full confidence 
in the value and merits of his discov- 
ery, the Yankee brand of energy and 
enterprise and a few hundred dollars. 
None shared his confidence who could 
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help him with their means. But the ~ 
man with a purpose allows neither ad- 
verse criticism nor lack of funds to 
daunt or discourage him; they only 
develope his pushing qualities and 
make success the surer. 

“ The first question to be decided in 
advertising Hires’ Rootbeer was the 
best medium through which the desired 
class of people could be reached for. 
As the amount invested was small, it 
was the more important that it should 
be judiciously expended. The smaller 
the supply of ammunition, the more 
careful the aim 
should be. The 
successful adver- 
tiser measures his 
field and counts his 
means at the same 
time, and sets a 
pace which he will 
not have to slack- 
en. But with all 
his foresight there 
are many unfore- 
seen dangers and 
pitfalls that would 
swamp a less de- 
termined man than 
Mr. Hires. The 
newspaper was 
chosen as the 
primary medium 
for advertising, be- 
cause impressions 
and information 
gathered from its 
advertising col- 
umns seemed more enduring and re- 
ceived greater attefition than other 
lines. Moreover, our specialty requires 
that we strike when the day is hot, and 
this can always be done best through 
the daily newspaper. At first, five-line 
advertisements were inserted in as 
many papers as the investment would 
allow, and kept running during the 
season, the size of the advertisement 
and number of papers being increased 
as the business grew, which was neces- 
sarily slow. It may be of interest to 
add that it was nine long, toilsome 
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years before Mr. Hires began to see 
the fruits of his labor. But patience 
is a companion to perseverance.” 

“ Has your advertising been confined 
solely to newspapers and magazines, 
Mr. Williamson ?” 

“ Not at all. Other mediums of ad- 
vertising have been used intermittently 
in connection with the newspapers, and 
have proven valuable helpers towards 
making Hires’ Rootbeer popular. 
House-to-house distribution of pam- 
phletscontained pretty verses, or stories 
amply and well illustrated, something 
to please the children, for by pleasing 
the child you interest the parent. Of 
equal importance is the style of make- 
up of the advertisement, particularly 
of aspecialty. It must have character 
and be attractive, instructive and con- 
vincing. We make liberal use of pict- 
ures illustrative of the point or asser- 
tion, making them so true that when 
the reader sees the picture he sees the 
point. We let him know what and 
who we are driving at in the fewest 
words possible, and try to impress the 
same thing into his mind in as many 
different ways as possible.” 

“You do considerable advertising 
in the stores, I believe; do you not, 
Mr. Williamson? I mean in the way 
of lithographs, cards, and so on.” 

“ Not only in the stores, but in the 
homes. Our salesmen generally are 
good advertising agents for us 1n this 
way. For instance, at one time we 
had as many as 73 salesmen scattered 
over the country, visiting every town 
and city, overseeing the placing of 
booklets and picture cards in every 
home and talking Hires’ Rootbeer to 
the trade. We are as careful about 
distributing the booklets and cards as 
we are in choosing newspapers in 
which to advertise. One booklet only 
is placed in each home, and it must be 
put zuzside the door. They are not 
distributed promiscuously to passers- 
by on the street. We aim to follow 
the principle of doing well what is 
worth doing at all. Very frequently 
booklets and cards of ours, used years 
ago, are sent in by some one wanting 
duplicates.” 

“If it is a fair question, Mr. Will- 
iamson, how much do you spend an- 
nually in advertising your Rootbeer ?” 

“Our expenditures for advertising, 
beginning with a few hundred dollars, 
have grown to exceed $200,000 annu- 
ally. Beginning with the one channel 
of advertising, we have gradually 


branched out into all— newspapers, 
magazines, trade papers, billposting 
and distributing of pamphlets and 
picture cards—eack doing a helpful 
part toward reaching all the people; 
but with the immense circulation of 
the newspaper, we believe it to be our 
best medium for influencing the great- 
est number.” 

“Such liberal advertising must be 
productive of large sales ?” 

“Our total sales of Hires’ Rootbeer 
Extract in 1878 were 864 bottles, but 
they have gradually increased until our 
sales now aggregate millions of bottles 
annually, and though each year we 
have a new or different scheme for the 
influencing of trade, still it isthe same 
quality of goods. Every grocer and 
druggist knows that a new scheme will 
be on for each season, and they begin 
writing for it long before the snow be- 
gins to melt from the hill tops.” 

“You have a large correspondence 
with dealers, then?” 

“ We keep in close touch with both 
the merchant and his customer, en- 
couraging correspondence from each, 
paying the same careful attention to 
the man who wants one bottle as to 
the one who wants a hundred gross, 
and we get some valuable advertising 
through the former medium. We know 
of many instances where the good word 
of a single man was the means of 
Hires’ Rootbeer being drunk by a 
whole community. It is the little de- 
tails in business that create the large 
ones, for business is fed by the indi- 
vidual, on whom we spend the most of 
our ammunition. 

“ While practically all our goods are 
sold through the wholesale houses, we 
are in direct communication with every 
retail grocer and druggist in the 
country. This year we sent a copy of 
‘Hires’ Business Bringer’ circular, 
and a large carton, or ‘cutout,’ to 
every retail grocer and druggist in the 
United States, involving an expense of 
$6,600 for stamps alone.” 

“Is Hires’ Rootbeer sent into the 
foreign markets ?” 

“ While we have confined our ad- 
vertising to this country and Canada, 
still Hires’ Rootbeer is known and soid 
in many parts of the world. A few of 
the points will give you the scope— 
South America, England and Sweden, 
China and Japan, South America and 
Australia.” 

“ You believe, Mr. Williamson, that 
the wonderful success of Hire’s Root- 














PRINTERS’ INK. 5 


beer is attributable to its excellent ad- 
vertising ?” 

“Yes, and to its own intrinsic mer- 
its. Don’t forget that. There must 
be merit in the goods for a permanent 
success. I believe our case can be 
taken as a fair example of both. 
Millions of dollars are lost annually by 
advertisers who are unable to discrim- 
inate between good and poor adver- 
tising. They appropriate large sums, 
with little or no thought as to the 
sense or system of their use, so long 
as it is advertising, and then'they won- 
der why they failed. Much has to be 
learned by experience, but more can 
be learned by keen observation and a 
common sense use of it. Honest, ju- 
dicious and persistent advertising, of 
an article that has merit and value, is 
sure to bring success, but you can not 
advertise a good article, sell a poor 
one, and expect to succeed. Your 
goods will find you out, just as sure as 
your sins will. 

“It has been the inviolable rule of 
Mr. Hires that his Rootbeer should be 
equal to his advertisement, and he 
kecps in as close touch with the one 
as the other. He claims nothing for 
his product that is not proven by facts, 
and to this may be attributed the suc- 
cess of Hire’s Rootbeer.” 

Joun S. GREY. 





—_ ~~?-> 
LIPTON. 

Sir Thomas J. Lipton, the latest challenger 
for the America’s cup, owes a large share of his 
success in business to appreciation of the bene- 
fits of advertising, says the Paterson (N. J.) 
Guardian, ‘Thirty years ago he was a dock 
laborer, working for day wages, and to-day the 
income tax he pays to the British government 
annually is $300,000. Several years ago he was 
a passenger on an East India steamer, bound 
for Ceylon, The vessel was disabled on the 
voyage, and it became necessary to throw over- 
board a part of her cargo. Lipton witnessed 
the preparations for the lightening of the ship, 
and he bargained with the crew to label every 
box that was thrown overboard with “ Use 
Lipton’s Teas.” These boxes floated every- 
where, and the fame of Lipton was soon as 
wide as the seas. It is to such methods as this 
that he owes his fame, as well as his fortune. 
His motto in dealing with the public is: “‘ Fair 
wares for a fair profit, and always remember 
Lipton.” 

-s al neeacantaiie 
STRANGE BUT TRUE. 

Passing strange as it may appear, it is ru- 
mored around on York that, with their cus- 
tomary alertness, the O. J. Gude Company 
have swooped a number cf large contracts for 
display advertising in Porto Rico and Cuba, 
and that their first transport, loaded with mod- 
ern, up-to-date portable billboards, advertising 
signs, and many thousand cases of printed mat- 
ter, all in charge of an experienced corps of 
billposters, sign painters, artists and outdoor 
display men, will sail about the 21st of this 
month.—Profitable Advertising. 


IN A NEW VEIN. 

H. M. Hill—whoever he or she may be—is 
engaged in syndicating to newspapers a series 
of articles on advertising topics. Some of these 
are in quite anew vein, as the following, clipped 
from the Asbury Park (N. J.) News indicates: 

“There you go again, a-reading them adver- 
tisements. Why in creation you women folks 
waste yer time that way nobody can’t see,” 
growled Farmer Jackson. 

“I know your head’s too thick to see any- 
thin’ sensible,’”’ retorted Mrs. Jackson. “‘You’ve 
growled and kicked enough about my reading 
advertisements, and now I’m a-goin’ to prove 
ter yer that the woman that don’t read ’em 
never runs agin the bargains. What d’yer sup. 
pose I paid for them last shirts I bought you ?”’ 

“* Same as before,’”’ growled the farmer. 

“No, I didn’t. I always used to pay a dol- 
lar for ’em, but yesterday I read that Jones was 
selling the same thing for sixty-two cents, and 
he was.” 

Farmer Jackson’s eyes began to show an in- 
terest, 

“ And then,”’ continued his wife, ‘‘ You went 
and paid two dollars for overalls when right 
here in the paper White advertises ’em at $1.25, 
and the stuff is just the same, ’cause you can 
find the trade-mark on every pair.” 

Farmer Jackson tried to interrupt, but his 
wife kept right on, and fora solid hour she told 
him how she had saved money by reading ad- 
vertisements, and !the poor man, tired out with 
the talk and tired of receiving proof of what a 
fool he had been, slipped out into the barn and 
then across the fields to the nearest neighbor’s, 
where he borrowed a copy of the local paper 
and went back into the barn to read the adver- 
tisements, 





eS 
FUNNY THINGS. 

Circulation figures are funny things. The 
late Lincoln Cad/ claimed the sae circula- 
tion in Lincoln. The Lincoln Mews claimed 
the largest circulation and quoted figures. The 
Cail and News were consolidated, and the next 
morning the combined circulation of the Veus- 
Call was quoted as being smaller than the cir- 
culation of the Mews as quoted on the morning 
before.— Nebraska Editor. 
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I WON'T DO A THING TO YOU, 
says tho flat-iron to -the shirts in the 


poorly conducted laundry It has a pitnic 
there. {t punches holes into poor. inoffen- 
sive Mr. Shirts to its heart’s content. Tn 
our laundry the trons as well as the ‘belp 
have to behave themselves. Remember the 
place and cal) to see us. Visitors welcome 
at all times. 
MODBPL LAUNDRY, 1011 Prairie. 
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ADVERTISING AND LITERA- 
TURE. 
By Wolstan Dixey. 


A good deal has been said about 
the importance of an advertisement 
writer being a good business man. 
While this is true to a large extent 
and in a certain sense, it is not true in 
the sense and to the extent to which 
it is often urged. To say that busi- 
ness ability is far more important in 
an advertisement writer than writing 
ability, is like saying that the right 
arm is far more important than the 
left to an oarsman. The fact is they 
must both pull strong and even or the 
boat will be pulled around. 

A business man must be strongest 
in business and know more about it 
than he does about anything else. A 
writer must be strongest in writing. A 
business writer touches both points 
and must be strong on both sides. 

Advertising ought to be human. It 
deals with men and women. It ought 
to be bright, genial and, on occasion, 
sympathetic. It ought to Za/é to peo- 
ple. 

Business is business; you have got 
to have a solid business foundation 
for your writing. You must know 
your goods and the business you are 
writing about. I stand for that all 
the time; plain facts, hard horse sense 
without exaggeration or bathos. I 
don’t believe in slopping over; but all 
the same, business is not transacted 
between stone images and wooden 
Injuns, but between flesh-and-blood 
people who are moved by art and sen- 
timent and wit as surely as by logic 
and prices. That is why good adver- 
tising is based on the same principles 
as good literature. That is where 
good writing comes in. 

“I magnify mine office.” The more 
I learn about business the more I be- 
lieve in good writing. The first rule 
of literature is to know what to say. 
The second rule isn’t a rule at all; it 
is a gift—the gift of saying it. This 
combination which sells novels, just 
as surely selis goods. Novels and 
goods are all sold to just the same 
big human crowd of people. 

If it were true that it is more im- 
portant for an advertising man to be 
a business man than a good writer, 
what would be the use of an advertis- 
ing man anyway? There are plenty 
of business men. A great majority of 





them have all the business gift they 
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need. They can talk to a customer 
or a hundred customers—one at a 
time. Perhaps they can do it better 
than the advertisement writer; but 
his business is to talk to a hundred 
thousand or a million at once. That 
is a gift by itself. 

It includes the faculty fcr picking 
out the particular points of a business 
which appeal to the primal human in- 
stincts, and the ability to present them 
in the best language for the purpose. 
It is the advertising gift. 

The average business man knows 
his business better than any advertis- 
ment writer outside of it, but /e is 
called in to present that business to 
the public or those interested; and he 
needs to have special talent as a 
writer to do this as it ought to be 
done. The better writer he is, the 
more business-like his work will be. 

When I first went into the business 
of advertisement writing I resented the 
accusation of being aliterary man. I 
felt it a sort of implication of a lack 
in the more substantial and necessary 
qualifications of a business man; _ but 
experience has shown me that the 
genuine literary faculty is really one 
of the most important and valuable 
qualifications an advertising man can 
possess. 

Asarule I have dropped out the 
word “literature” and all its deriva- 
tives in connection with advertisement 
writing, but the thing itself I believe 
in more thoroughly than ever. 

I have an abiding faith in the power 
of enthusiasm backed by strong, con- 
vincing argument. I believe that 
when a man who knows how to write 
is convinced that he has the right 
facts behind him he can bring that 
conviction to bear upon others and 
drive it into their minds irresistibly. 

One might think that poetry was 
the farthest thing possible from good 
advertising; yet it is sometimes the 
best thing in a good ad. I once 
started a medical ad with a poem 
which I thought was pretty fair poetry; 
anyway the advertiser told me after- 
ward it turned out to be one of the 
best ads he ever put out. 

No one has a greater conteript than 
I have for words that are merely fine 
phrases, yet no one believes more 
thoroughly in strong writing—language 
that is forcible because it is clear, 
spirited and honest. I believe there 
is such a thing as advertising elo- 
quence, and I know it is effective. 
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Almost Indispensable 


: 
THe New York Times Saturday = 
Review of Booksand Art isalmost 
indispensable to those who wish to 
keep informed on current literature. 


THe New Yorx Times Weekly 
Financial Review and Quotation 
Supplement is almost indispens- 
able to those who wish to keep 
informed on the transactions of 


the New York Stock Exchange. 


Tue New York [ies is almost 
indispensable to those advertisers 
who seek the patronage of the in- 
telligent and prosperous residents 
of the metropolitan district. 


) 
} 
f 
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The New York Times 


‘*ALL THE NEWS THAT’S FIT TO PRINT.” 
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A COMPLETE 
REFERENCE BOOK 
FOR RIDER, 
DEALER AND MAKER. 


160 Fages. 
150 Illustrations. 


A History of the Bicycle 
from 1816 to 1899, show- 
ing the Improvements 
Made, Discarded and Re- 
tained up to the present 
time. 


** Never before has any newspaper gone 
so extensively and thoroughly into the 
design and construction of the bicycle as 
The Commercial Advertiser has done in 
the 160 pages which go to constitute this 
compact volume. The practical value of 
the volume can not be questioned. The 
book is one, as its publishers justly claim, 
which should be read and preserved by 
every rider, dealer and maker of a bi- 
cycle.”,—THE WHEEL, N. Y. 


“The Modern Bicycle” will be sent, 
post paid, on receipt of 25 cents. 





There is a wealth of infor- 
mation which it will be a 
pleasure to have in so con- 
venient a form. 

C. W. DICKERSON, 
Prest. Sterling. Cycle Works. 


We desire to congratulate 
you upon having produced a 
very instructive and useful 
book to any one interested in 
cycling or the history of this 
great industry. 

W. G. C. HuMEs, 
Adv. Mgr. Pope Mfg. Co. 


We find it a very compre- 
hensive little book relative 
to the cycle industry. 

T. M. RICHARDSON, 
Asst. Mgr. 
Monarch Cycle Mfg. Co. 


Tt contains interesting mat- 
ter which we shall be pleased 
to examine carefully. 

C. E. Lozier, 
H. K. Lozier & Co. 


We congratulate you on 
the good work you have so 
successfully accomplished. 


McKee & HARRINGTON, 





The Commercial Advertiser 


PUBLISHERS 


29 Park Row, New York 
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WHO DO THE BEST ADVER- 
TISING? 


In PRINTERS’ INK of July 27 a 
blank was printed asking readers to 
indicate three, four or six advertisers 
who, in the opinion of the writers, 
did the most meritorious advertising ; 
and then to choose from this number 
the one that appeared to the reader to 
be the best of those originally se- 
lected, giving at the same time the 
reasons for considering him pre-emi- 
nent. Among the replies sent in are 
the following : 

Hugo Seligman, of Lima, O., mentions best 
advertisers as Pabst Brewing Co., Ripans 
Tabuies, Pears’ Soap, and awards palm ot 
superior excellence to Pabst, because ads are 
very attractive and not overloaded with too 
much reading matter. They convey the sense 
of the ad in as few words as possible. 

Wn. M. Gallagher, of 858 North 2sth street, 
Philadelphia, Pa., mentions best advertisers as 
Nebraska Clothing Co., Elgin Watch Co., 
Mellin’s Food, Pears’ Soap, and awards palm 
of superior excellence to Nebraska Clothing 
Co., because of genius—original, versatile, inex- 
haustible argument—forceful, impressive, con- 
vincing. 

C. Trexler Reno, of Allentown, Pa., mentions 
best advertisers as Ripans, Wanamaker, Regal 
Shoe, Ivory Soap, Royal Baking Powder, 
Quaker Oats, Sapolio, Prudential Insurance 
Co., and awards palm of superior excellence to 
Quaker Oats, because of fine illustrations, sug- 
gestive cuts, attractive wording, large space, 
good position and good goods. 

Henry H. Six, advertising manager of the 
Tribune, Terre Haute, Ind., mentions best ad- 
vertisers as Royal Baking Powder, American 
Tobacco Co., Ripans, Paine’s Celery Com- 
pound, and awards palm of superior exce!lence 
to Royal- Baking Powder because the name 
“Royal” is so prominent, 

C. N. Jones, of Willston, O., mentions best 
advertisers as American Tobacco Co., Royal 
Baking Co., Ripans, Pope Manufacturing Co., 
and awards palm of superior excellence to 
American Tobacco Co., because it uses the best 
mediums and the best display. 

C. S. Ron, of Bryan, é. mentions best ad- 
vertisers as Ivory Soap, Ripans, Royal Baking 
Powder, Pears’ Soap, Curtis Publishing Co., 
and awards palm of superior excellence to 
Ripans, because of originality and characteristic 
illustrations. 

E. A. McKinley, of 8:7 Union street, West 
Philadelphia, Pa., mentions best advertisers as 
Pears’ Soap, Ivory Soap, Royal Baking Pow- 
der Co., Cuticura, Mellin’s Food, Pearline, 
Regal Shoe, Quaker Oats, Williams’ Shaving 
Soap, and awards palm of superior excellence 
to Pears’ Soap, because its advertisements at- 
tract the casual reader at once. They are to the 
point, and never overload the mind of the read- 
er with more than one point atatime. They 
take the choicest positions in the best media, 
use effective display and tasty illustration. 
Last, and not least, they are persistent. 

W. A. Ackerman, of 734 Lumber Exchange, 
Minneapolis Minn., mentions best advertisers 
as Battle Axe Plug, Wanamaker, Pabst Brew- 
ing Co., and awards palm of superior excel- 
lence to Battle Axe Plug because it is varied 
and piquant. 

L. E, Fitch, of San Francisco, mentions best 
advertiser as Royal Baking Powder, because, 
first, they place the bulk, if not all, their adver- 


tising in daily papers, and, as a rule, run every 

. ey exact the best position in all papers 
and generally get first page. Their advertise- 
ments are never crowded, and they always tell 
all they have to say,‘ Roya! Baking Powder is 
the best and purest.” . 

Chas. F. Haas, of Orwell, Ashtabula Co., 
Ohio, mentions best advertisers as Pierce’s 
Remedies, Ripans, Sapolio, Pinkham’s Com- 
pound, and awards palm of superior excellence 
to Pierce’s Remedies, because its free advice 
wins the invalid’s confidence. If free advice 
were added to Ripans they would rank first as 
a trade winner. 

Thos. Johnson, of New York, mentions best 
advertiser Royal Baking Powder, because all 
advertising must be judged by its results, and 
Royal is the most conspicuous success of all 
proprietary articles guaged by sales and profits. 
Its ads must therefore be the best. 

Robert P. McCready, of 126 North rth 
street, Easton, Pa., mentions best advertisers 
as Hall’s Hair Renewer, Pabst Brewing Co., 
E. R. Durkee & Co., Pearline, Royal Baking 
Powder, Ivory Soap, Prudential Insurance Co., 
and awards palm of superior excellence to 
Ivory Soap, because ads are not over crowded. 
Facts are simply stated. Illustrations fully ex- 
plain the uses of the Soap. 

Fred. L. Kimball, of Waterloo, Iowa, men- 
tions best advertisers as Lydia Pinkham, Pearl- 
ine, Ladies’ Home Journal, and awards palm 
of you excellence to Ladies’ Home f= 
nal. 

F. E. Kennedy, of Shore Road and 6th 
street, Brooklyn, N. Y., mentions best adver- 
tisers as Ripans Tabules, Cuticura, Lydia 
Pinkham, Gold Dust bape | Powder, and 
awards palm of superior excellence to Ripans 
Tabules, because of originality of expression. 

Ce Tucker, of 7 Keystone Building, Den- 
ver, Col., mentions best advertisers as Sapolio, 
Royal Baking Powder, Cleveland Baking Pow- 
der, Battle Ax Plug Tobacco, and awards palm 
of superior excellence to Sapolio, because they 
keep at it on the same line of action. Brains 
back of ads and don’t throw away space. 

Louis M. Steinberg, of 4104 Sesend ave- 
nue, St. Louis, Mo., mentions best advertisers 
as Pears’ Soap, Sapolio, Prudential Insurance 
Company, Regal Shoe, American Tobacco Com- 
pany, Sterling Remedy Company, and awards 
= of superior excellence to Pears’ Soap, 

cause they are ads that make you think. 

O. B. Cooper, of Coffeyville, Kansas, men- 
tions best advertiser as Ripans, because, he 
says: “‘In my own case, no advertising has 
more influence than Ripans. As the influence 
an ad exerts upon a ‘possible customer is the 
only true test of its goodness, you may record 
my vote for Ripans.”’ 

F. A. Partenheimer, of the Record, Phila- 
delphia, Pa., mentions best advertisers as 
Pabst (in magazines), Ripans (in newspapers), 
Wanamaker (general), S. H. & M. (in street 
cars), and awards palm of superior excellence 
to Ripans, because I know every ad is a genu- 
ine testimonial, because the illustrations at- 
tract, and because every ad sells goods. 

W. A. Ackerman, business manager North- 
land Magazine, 734 Lumber Exchange, Min- 
neapolis, Minn., mentions best advertisers as 
John Wanamaker, Pabst Brewing Co., B. T. 
Babbitt, Geo. P. Rowell, and awards palm of 
superior excellence to John Wanamaker, be- 
cause of originality and honesty. 

Inis Sturgeon, of the 7zdex, Newman, Cal., 
mentions best advertisers as Royal Baking 
Powder, Sapolio, Hood’s Sarsaparilla, Ripans, 
Scott’s Emulsion, and awards palm of superior 
excellence to Ladies’ Home Journal, because 
of their own particular manner of making the 
merits of their magazine known, but some of 
the others are equally as good in their line, 
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“THE COURIER-JOURNAL.”’ 


AT THE REQUEST OF THE EDITOR OF 
““ PRINTERS’ INK” A GENTLEMAN 
OF LOUISVILLE COMPETENT TO PER- 
FORM THE SERVICE CONSENTED TO 
PREPARE SOME INTERESTING FACTS 
CONCERNING THE MERITS OF THAT 
GREAT SOUTHERN NEWSPAPER, THE 
“COURIER-JOURNAL,” AND THE MAT- 
TER PRINTED BELOW IS THE RESULT 
OF HIS EFFORTS. 








The most prominent and distinctive 
feature of Southern journalism is the 
universally acknowledged _ pre-emi- 
nence of the Courier-Journal in that 
field. For more 
than a quarterof 
a century it has 
stood as the 
foremost expo- 
nent of South- 
ernideas and 
Southern prog- 
ress, and its po- 
sition to-day in 
that behalf is 
stronger and 
more pronounc- 
ed than at any 
time. 

Whether as 
relates to the 
amount of capi- 
tal employed in 
itsoperation, the 
extent and mag- 
nificence of its 
mechanical 
equipment, the 
scope and vol- 
ume of its circu- 
lation or the 
amount of ad- 
vertising busi- 
ness carried in 
its columns, the 
Courier-Journal, among all Southern 
newspapers, stands admittedly at the 
front. 

fhe extraordinary success which has 
attended its publication from the be- 
ginning, and which to-day is more not- 
able than ever before, is the best pos- 
sible illustration of the fact that there 
is no “ royal road ” to prosperity in the 
newspaper business—that the only 





way to make a newspaper “go” is to 
put the news in it and count up the 
cost afterward. All the news all the 
tim2, the best service that money will 
buy in each and every department, is 
the basic principle upon which the 
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HENRY WATTERSON, 





Courier-Journal is operated every day 
in the year. It has never sought to 
establish itself in popular favor by 
pandering to the passions and prej- 
udices of its constituency. It has never 
had any patience with popular fads and 
crazes. All the meretricious devices of 
the politician have been scorned by 
the management of the Courier-Jour 
nal, even to a point that might well 
have seemed to the casual observer as 
sheer recklessness. With the unerring 
intuition of genius the veteran pub- 
lisher of the Courzer-Journad/ has real- 
ized from the beginning that an en- 
lightened public will not for long give 

* its support toa 
newspaper sole- 
ly asa matter of 
sentiment or out 
of deference to 
a craze, and, in- 
stead of trying 
to findout which 
way the popular 
breeze was blow- 
ing, all his ener- 
gies have been 
devoted day af- 
ter day toward 
getting out a bet- 
ter paper to- 
morrow than 
that of y est er- 
day. There is 
not now, and 
never has been 
but one reason 
why people 
should buy the 
Courier Journal, 
and that is to 
get the news 
from a source 
that can always 
be relied on; and 
as most people 
want a newspaper solely for that pur- 
pose, the reason for the extraordinary 
circulation of this paper is at once ap- 
parent. 

The enterprise of the Courier-Jour- 
nal in gathering and publishing the 
news, as well as the popular apprecia- 
tion of such enterprise, was never bet- 
ter attested than during the Spanish- 
American war. Long before the be- 
ginning of actual hostilities the Cour- 
zer-Journal effected an alliance with 
the New York Hera/d and London 
Times, by which the incomparable 
news service of those great papers, 
covering every possible point of inter- 
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est in the world, was secured for its 
readers. This service involved an out- 
lay of money far beyond the reach of 
any other Southern newspaper, but the 
results have more than justified the 
expenditure. It is scarcely too much 
to say that during the progress of the 
war every other paper in this territory 
almost entirely dropped out of notice. 
The increase in the circulation of the 
Courier-Journal, both daily and week- 
ly, was simply phenomenal. This 
increase, embracing all phases of polit- 
ical sentiment, did not stop with the 
cessation of hostilities. The “upward 
tendency” of the circulation depart- 
ment, while perhaps not as marked as 
immediately following the declaration 
of war, is still as 
notable as it is 
gratifying. All 
of which simply 
goes to empha- 
size what has al- 
ready been stat- 
ed—that people 
want and will 
have that paper 
which affords the 
best news service 
—that the paper 
deserving the 
largest circula- 
tion, by reason of 
its superior mer- 
its, is always sure 
to have it. 

While the rep- 
utation and in- 
fluence of the 
Courier - Journal 
isnationalin 
scope, the great 
volume of the cir- 
culation of the daily and Sunday edi- 
tions is confined to Indiana, Illinois, 
Kentucky, Tennessee, Alabama, Geor- 
gia and Mississippi. 

The weekly circulates in every State 
and Territory in the Union, standing 
admittedly among the foremost of the 
great political weeklies in the United 
States, both as respects character and 
circulation. The following five propo- 
sitions, relating to the daily and Sun- 
day editions, have been repeatedly 
published, and the accuracy of a single 
one of them has never been im- 
peached: 

1. The daily Courier.Journal has a 
larger circulation than any other morn- 
ing paper south of the Ohio river. 

2. The daily Courier-Journal has 
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more than quadruple the circulation of 
any other morning paper in Kentucky. 

3. The daily Courter-Journal, with 
the Lvening Times out, has a larger 
circulation than all the other papers of 
Louisville combined. 

4. The Sunday Courier-Journal 
covers the local field more completely 
than all other papers combined, with- 
out a single exception. 

5. The Courier-Journal, both daily 
and Sunday, is the family newspaper 
of Louisville, being read regularly by 
the better element of all political par- 
ties, or by those who have money to 
buy what they see advertised in its 
columns. 

Any advertiser in Louisville or else- 
where is invited 
to put the above 
to any practical 
test that can be 
contrived. The 
press rooms, mail- 
ing rooms, books, 
etc., of the Cour- 
ier - Fournal are 
open at all times 
to the inspection 
of all interested 
parties. 

The following 
additional facts 
are susceptible of 
easy verification : 

1. The Courier- 
Journal pays for 
more white pa- 
per than all the 
other newspapers 
in Louisvillecom- 
bined. 

2. The Courier- 
Journal pays 
more to the express companies and to 
the Post-Office at this point for trans- 
portation of papers than all other 
newspapers in Louisville combined. 

But, after all, the advertising mer- 
chants of a city who pay their money, 
month after month and year after year, 
for space in the various newspapers of 
that city are the most competent 
judges of the value of those papers 
by reason of their relative circulation. 
The merchants of Louisville are 
among the most liberal and skillful ad- 
vertisers in the country, and it goes 
without saying that the paper to which 
they pay the great volume of their 
money for space must necessarily be 
considered as the best for advertising 
purposes, and, therefore, as having the 
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largest circulation in the territory 
which those merchants desire to cover. 

Now it is a thoroughly well-known 
fact to everybody in Louisville that 
the Courier-Journal, by actual meas- 
urement, carries throughout the year 
more than double the amount of ad- 
vertising of any other one paper in 
this city, and nearly as much as all the 
others combined. Moreover, the mer- 
chants of the city gladly pay the 
Courier-Journal double and frequently 
treble as much per line or square as 
they will pay any other local paper— 
certainly a most potent testimonial of 
their appreciation of the comparative 
value of the paper. 

These merchants are willing to go 
on record before the public in relation 
to this question, and the subjoined ex- 
pressions from a few of the largest ad- 
vertisers of this city are certainly en- 
titled to great weight. These mer- 
chants were selected at random from 
the various lines of business, and, if 
space permitted, a like testimonial 
could be published from every other 
reputable advertiser in the city: 

WHAT ADVERTISERS SAY: 

(CLOTHING.) MAMMOTH CLOTHING HOUSE. 


We are the pioneers of liberal newspaper ad- 
vertising in this city. In our judgment news- 
papers are the only legitimate and effective 
way of reaching the public with business an- 
nouncements. We have patronized to some 
extent all the papers of this city, and have 
carefully scrutinized the results from each. 
From our experience we do not hesitate to say 
that the Courier-Journal as an advertising 
medium is immeasurably superior to any other 
in this city. It not only reaches more people, 
but we believe it is read more carefully and 
thoroughly, by reason of the high character of 
its news service, than any other. We think the 
character of a paper, or the respect and con- 
fidence that people have for it, has very much 
to do with the effectiveness of an advertisement 
in its columns, and the Cour ter-/ournalis cer- 
tainly lacking nothing in that behalf. 

Simonson, WHITESON & Co. 
(DRY GOODS.) THE JOHN C. LEWIS CO. 

How to produce the best and most lasting 
results is the aim of every advertiser. The 
mediums should be selected more for quality 
than forquantity. Indiscriminate use of noe 
is a wanton waste of time and money. The only 
legitimate advertising mediums are newspapers, 
and it is not even necessary to use every one in 
the city. Select the best, and use them steadily 
and liberally. A few years ago we selected the 
representative morning and evening newspapers 
of Louisville, the Courier-Journal and the 
Times,and with a few exceptions have confined 
our local advertising to those two papers, which 
we feel satisfied have covered the ground as 
thoroughly as if we were in the entire list. 

As a business-bringer the Courier-Journal 
can be relied upon as never-failing in producing 
results, and now that the new railroad facilities 
let her into the Southern States a full day in 
advance of rival cities’ papers, we realize its 
beneficial effects in our mail-order department. 


The increase from Tennessee, Alabama and 
Georgia is quite perceptible. , 
Joun C. Lewis Company, 
(DRY GooDs.) THE NEW YORK STORE, 

Advertising is a most important feature in 
conducting the business of a modern depart- 
ment store, and it has therefore been necessary 
for us to consider carefully the results from me- 
diums through which we have reached the pub- 
lic. We have been advertisers in all the 
Louisville papers for many years, and our very 
good opinion of the Courier-Journal prompts 
us to say that we could not give too high a tes- 
timonial of the advantages it offers from a com- 
parative standpoint. 

Tue Stewart Dry Goons Comp’y, 
Louis Stewart, President. 
(DRY Goops.) 

I consider that judicious advertising has con- 
tributed perhaps more to building up my busi- 
ness than any other one cause. 

At one time I used all the local papers, but I 
do not now. I have learned better. Advertis- 
ing in the Courier-Journal | certainly think 
pays. There has not been a week for the past 
eight years that I have not had an advertise- 
ment in the Courier-Journal. It helped to 
make this store what itis. By persistent and 
liberal use of its columns my business has de- 
veloped from a very small ordinary store to one 
of the largest in the city. I often buy goods 
in extraordinarily large lots, and sometimes 
have apprehensions as to how I am to move 
those goods. Then I call on the Courier. 
Journal, and the problem is very soon solved. 
To move goods quickly the Courier-Journal 
isa success. I have always derived far better 
results from it than from any other of our city 
papers. Cuas, STARR, 

(TAILORING.) 

The necessity of advertising, to all commer- 
cial enterprises, is an acknowledged fact. The 
efficiency of judicious newspaper advertising is 
generally conceded. How to determine the 
value of advertising in each newspaper when 
many are employed is a problem which must 
eg itself to all careful advertisers. We 

ave been using the local newspapers for many 
years, advertising both our retail and agency 

usiness. The various tests employed by us to 
determine the relative value of the papers have 
influenced us in practically confining ourselves 
to the Courier-Journal, from which we have 
always received quick and satisfactory results. 

Advertising in the Courier-Journal has 
brought outside business from points which 
we have been unable to reach in any other way. 
As long as we remain in business we expect to 
advertise. As long as we advertise we shall use 
the Courier-Journal. KauN BRoTHERs. 

(DRUGS.) PETER-BAUER DRUG CO. 

We have no hesitation whatever in saying 
that as an advertising medium we regard the 
Courier-Journal the best in this section. We 
consider it in a class all to itself, by reason of 
its circulation, its standing in the community, 
its influence on public opinion, and, what is 
most important of all, the results we have ob- 
tained from advertising in its columns. 

Peter-Baver Druc Co. 
By M. C. Peter, Vice-Pres. 
(GROCERIES.) 

We are the largest advertisers in our line in 
Louisville. We have used at times all the pa- 
pers in this city, and our opinion of their reia- 
tive merits may be epitomized as follows: 

We could not do without the Courier-Jour- 
nal, Its Sunday edition so completely covers 
the field as to make almost useless an adver- 
tisement inserted in any other paper. 

Mam™otH Grocery ComPAny. 

























































PRINTERS’ INK. 13 











For Profitable Advertising 


in the Northwest 
USE THE 


MINNEAPOLIS TIMES 


Because its rates per 1,000 circulation are 
lower than those. of any other Minneapolis 
newspaper, and 

Because it has by its exposures of official 
wrongdoing and corruption, its aggressive 
war on trusts, and its earnest and successful 
work toward political reform, endeared itself to 
the people and earned its position as the most 
popular and influential newspaper of its city. 

Appreciation of this fact by advertisers is 
shown in its carrying more paid advertising 
than any of its contemporaries during the 
months of May, June, July and August. The 
corhparative statement of total advertising 
during August in Minneapolis daily news- 
papers is as follows: 


TIMES, 777 columns, 17 inches. 
Journal, 694 columns, 10 inches. 
Tribune, 623 columns, 16 inches. 


The average daily paid circulation of the 
MinneEapo.is Times for August was: 


Daily, - 32,358 
Sundays, 41,725 


J. E. VAN DOREN SPECIAL AGENCY, 
PUBLISHERS’ DIRECT REPRESENTATIVES, 


Tribune Building, New York. Boyce Building, Chicago. 
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By Chas. 





STORE MANAGEMENT. 


How to get the full value of advertising by rightly ducting the busi 
make merchandising more profitable by a judicious system of advertising. 


Subscribers are invited to ask questions, submit plans for criticism, or to give their views 
upon any subject discussed in this department. Address Chas. PRIN p 


, and how to 





F. Fones. 


. F, Jones, care TERS’ INK. 








In reading the Dry Goods Chronicle 
I noticed an article about the system 
with which one shoe store handles its 
customers, and as the system may be 
useful information to the readers of 
PRINTERS’ INK, I repeat it here: 

The manager of the best shoe department in 
New York has adopted an admirable system for 
handling customers. The entire department is 
divided off into sections. When business is 
slack only a certain number of these are used, 
and the spare clerks then havea chance to get 
their stock in shape. As the crowd increases 
more sections are taken in. By this means the 
time and efforts of the employees are much 
economized. Under ordinary circumstances 
customers would wander all over the store, and 
the clerks’ time would be taken up because the 
opportunity for concentration of effort would 
be impossible. As it is now, every clerk’s time 
is thoroughly utilized. Those who are em- 
ployed in the busy sections have as many cus- 
tomers as they can wait on. This would not be 
possible if the customers were scattered around 
the store. 

For instance, if there are twenty clerks and 
sixty customers, the entire twenty clerks’ time 
can be taken up by dividing the customers so 
that each clerk may be able to wait on only 
three. If, on the other hand, the customers 
are grouped together, it may be possible for 
each clerk to wait upon four or five customers, 
and thus leave so many more clerks free to at- 
tend to other work. The latter is the course 
pursued in this department, and in order to 
prevent customers from wandering about un- 
necessarily, the seats in the sections not occu- 
pied are turned up, and those sections are prac- 
tically closed until they are needed, 

There is only one difficulty about 
this shoe store, for I think I know the 
one to which this article refers, and 
that is that it endeavors to have the 
clerks wait on too many customers at 
one time. There is another and a 
smaller shoe store which has recently 
opened within a block of the shoe 
store referred to, and this little busi- 
ness house is gaining a great deal of 
new trade, simply from the fact that 
the clerks are not compelled to wait 
on four or five customers at one time 
and each customer really gets satisfac- 
tory attention that she could not pos- 
sibly get if the clerk had to wait on 


her and a number of other people as 
well. It is well enough occasionally 
for the salesperson to endeavor to keep 
interested the waiting customer, but if 
the first customer upon which she is 
waiting is neglected there is not very 
much gained in the long run, either in 
satisfaction to the purchaser or in 
praise for the store. 


* * 
* 


The practice of keying advertise- 
ments so as to have some means of 
judging where the returns come from 
is now very generalinuse. There are 
quite a number of novel systems 
through which this keying is done, 
some good and some bad. To my 
mind for a retail store one of the best 
ways is by stating in an advertisement 
the number or letter of a department 
which the person answering the adver- 
tisement is expected to mention. I 
believe this is good, because it is now 
thoroughly understood by almost every 
one that all stores carrying different 
kinds of goods are divided into depart- 
ments and the customers will naturally 
think that it facilitates the handling of 
their orders by mentioning the depart- 
ment. The plan of changing the name 
or the address of the advertiser I think 
is particularly a bad one for a retail 
store for various reasons. In a recent 
interview published in Advertising Ex- 
perience, one of the members of the 
firm of Messrs. Best & Co., New York 
City, makes the following remarks 
upon the subject : 

We have a system in our mail-order depart- 
ment of crediting to each magazine or paper 
any order that states what paper influenced the 
sale. Some people, however, will mention a 
paper we do not advertise in, so even our sys- 
tem is of little value—it’s all chance. i 

About this key business, I don’t believe in 
that at all. If I should put in a number on 
Fourteenth street, and strangers came to town, 
I don’t want them chasing around Fourteenth 
street to find my store, or down there on Fifth 
Avenue. There is too much fake aboutit. It 
is likely a publisher may put me down as 60 
W. Twenty-third street by mistake once in a 
while, but to keep it up gives an appearance 
of fraud to people who see a different address 
of the same store in different papers, and they 
don’t understand why it is done. It looks 
queer to them. So I ay Ae first-class advertiser 
can’t afford to use this kind of a keying system. 
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As far as I know, there is no system 
of keying advertisements that could 
be accurately applied to local trade. 
Customers who answer the advertise- 
ment, and buy goods at the store in 
person, ninety-nine times out of a hun- 
dred do not state where they saw the 
advertisement, and a great many of 
them could not tell you if you asked 
them. They simply know that they 
saw it in one of the local papers, and 
it is of no particular interest to them 
as to where they read it. 

There is one merchant that I know 
who is making a very serious mistake 
in trying to determine the value of his 
local advertising by comparisons made 
with the number of inquiries received 
by mail. Therefore he is giving too 
much credit to the paper which has 
the largest out-of-town circulation, 
whereas there are two other papers that 
are doing him ten times the good 
locally, but which do not bring as 
many mail orders, because their out- 
of-town circulation is more limited. 

** 


A gentleman, whose letter is too long 
to repeat in full, makes a remark to the 
effect that he knows his advertising is 
not as good as it ought to be, because 
he can not think of anything original 
to say. 

Now, I believe that in order to 
write good advertising it is not neces- 
sary that the writing should be original. 
He should get the general principles 
of business very firmly set in his head 
and should write common sense. The 
fewer attempts that are made at trying 
to be original, the more likely the ad- 
vertisements will be trade producers. 
There are very few people in this 
world who can be even approximately 
original and yet write good advertise- 
ments. I am sometimes led to think 
that there are very few ideas in adver- 
tising that really deserve the name 
original. One man makes a better ad- 
vertisement than another simply be- 
cause he has the faculty of combining 
one or two more well understood 
things so that they throw a new light 
on old subjects. 

A recent Binner advertisement for 
Sapolio is a case in point. As far as 
I know it is the best advertisement 
which has been designed forsome time, 
and yet the only thing about it that at 
all smacks of originality is the new ap- 
plication of the old saying, “Laugh and 
the world laughs with you.” Binner 
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reproduced in a little bit better style 
than heretofore used the old idea of a 
woman looking at her face in tinware 
which has been polished with Sapclio. 
She herself is laughing and conse- 
quently the tins reflect a laughing face. 
The proverb quoted above has been 
changed to read: “Laugh and your 
tins laugh with you, etc.” There is 
not anything in this advertisement but 
what is old and well known by every- 
body, and yet it is the putting together 
of these old things in a new and sim- 
ple way that makes what we call 
originality. Few people can do this, 
and the ordinary advertiser had better 
stick to stated facts without very much 
attempt at being original. 


* * 
* 


Mr. W. A. Dawson, with Mr. C. R. 
Lush, of Hempstead, L. I., sends to 
the editor of PRINTERS’ INK one of 
the most interesting letters on adver- 
tising and running a drug store that I 
have seen in alongtime. Owing to 
the length of Mr. Dawson’s letter and 
forother reasons it is impossible for 
me to give it in its entirety, but there 
are a great number of good points 
that I wish to commend; particularly 
do I believe in properly displaying 
druggists’ sundries and the like, both 
in show windows and on show cases. 
It makes many asale that would other- 
wise be lost. The following is what 
Mr. Dawson says : 


I have been a drug clerk in and near New 
York for twenty years, and am now with Mr, 
C. R. Lush, of Hempstead, L. I. 

The advertising of this store has been suc- 
cessful in building up the largest trade in its 
line in this village over the heads of two old 
established stores who divided the field be- 
tween them. Hempstead’s populationis about 
5,000, with considerable outlying country to 
draw trade from. There are two weekly pa- 
pers, Queens County Sentinel and Hemp- 
stead Enquirer. The former is the best 
“dressed,” is aggressive“and up-to-date, and 
I consider it- the most valuable to advertis- 
ers. We use both papers, four-inch double- 
column space, sometimes = pe gee An- 
nouncements are changed weekly, and are 
confined to one article or one line of goods. 
The two show windows are dressed every Mon- 
day morning with the goods advertised that 
week, one article or one line of goods displayed 
as er as possible, with signs and price 
tickets. I read an article recently which said 
that trusses and hot water bottles “ do not pos- 
sess that ornamental value that some druggists 
give them, but we have made a number of 
striking window displays with these same two 
items and have a large trade in them—as well 
as syringes and atomizers. These displays 
— not be considered ornamental, but they 
sell the goods. Outside of the newspaper and 
window advertising very little can be done. We 
use programmes occasionally, but that is con- 

idered as a charity subscriptio-, although 
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charged to advertising account. We also dis- 
tribute circulars and pamphlets of manufactur- 
ers, with our imprint. henever there is any- 
thing special in the way of a celebration in 
town we get up some special sign or banner to 
keep our name before the public. Of course 
the proper treatment of customers, prompt- 
ness, reliability, etc., goes without es in 
any reputable pharmacy. The man who does 
not know how to take care of his customers 
after he gets them does not reach the point 
where he can tell of his successful advertising. 
The article referred to also said ‘‘ don’t litter 
the showcases with cards of toothache drops, 
corn cures, etc.’”’ I say do; it sells the goods, 
and whatever does that is good store-keeping. 
It works like this: a customer comes in to 
purchase five cents’ worth of salts, sees corn 
cure in front of him on the show case: “ Will 
this cure corns?” “‘ Perhaps not, but it will 
help them.” ‘Ill take a box. Guess I'll 
have a stick of that licorice, too.” Result: 
customer came in to spend five cents—spends 
twenty cents—sale increased three hundred per 
cent, because goods were where he could not 
help seeing them. Goods on the counter 
where customers can see and examine them 
will sell ten times as fast as goods in a 
show-case, The department stores under- 
stand this. The drug business to-day in 
the United States is a conglomeration 
of side lines built around the original 
drug and medicine business. Taking them 
“by and large” in a drug store doing about $50 
a day business, the amount of the prescription 
and “‘straight”’ drug sales will be $10 to $15. 
The rest will be proprietary articles, perfumes, 
cosmetics, toilet articles, soaps, cigars, soda 
water, etc., etc. So you see the bulk of the 
business is purely commercial, and the closer 
you stick to purely commercial methods in sell- 
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ing these goods the more successful you will be. 
In the prescription and drug department, the 
professional side of the drug business, you can 
not run things on too high a plane, the best of 
everything, and an accurate system of checking 
prescriptions, the finest drugs, chemicals ard 
pharmaceuticals, and first-class prescription 
clerks. Get the doctors in the habit of drop- 
ping into your prescription department by call- 
ing them in there whenever you have anything 
new or interesting to show them. They will 
judge your ability by your prescription 5 
ment, not by your fine fixtures or your large 
soda fountain. So be sure your prescription 
room is what it should be—orderly, clean and 
well stocked. Without the confidence of the 
physicians you will do little prescription busi- 
ness, and the “‘ family trade ” follows the pre- 
scriptions. 

There is one point that many first-class no 
= neglect, that is wrapping up goods well. 

fake it a point to mever let a carelessly- 
wrapped package go out of the store. Be fas- 
tidious in this, The public can judge your 
carefulness by the appearance of the package 
you send out. 

An up-to-date druggist should not neglect to 
read the advertisements in the professivnal 
press, and the newspapers and magazines, as in 
no other way can he keep posted on the many 
new preparations in his line that are constantly 
coming on the market. It is bad business when 
a doctor or customer asks about a new prepara- 
tion and you have to confess ignorance regard- 
ing it. 

e sure to read PrinTErs’ Ink through from 
cover to cover every week. If you have not got 
the time take time. _It will pay you, no matter 
how busy youare. If you have got along with- 
out it heretofore, you will get along better with 
it, and your business can not help but’grow. 








The more experienced the 
workman the better he knows 
how to handle his tools to ad- 
vantage. The less experienced 
workman often ruins both tools 
and work. 


No matter how good your facilities 
for business and your opportunities 
for advertising may be, a more 
experienced business man than your- 
self can use them to better advantage 
than you can. have learned 
from a hundred other businesses 
many points in handling advertising 
methods, matter and illustrations 
that you would never learn, con- ‘\\ 
fined as you are to your one busi- 
ness. The experience thus acquired 
makes me a good workman to help 
build your success. 


I have several booklets and speci- 
men sheets of advertisements, whic 
I will gy send free to business 
men who desire particulars about 
my methods and charges for any 
kind of business service, or about 
my ability and experience as a 

d ill 


writer and illustrator of advertising 
matter. 








@Chas.FJones. 
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Brooklyn is a city of homes 
Its one pre-eminent newspaper 


is the 
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HOW INQUIRIES ARE FILED. 

Mr. Haskins, in charge of the mail-order de- 
partment of Wm. Wrigley, Jr., & Co., Chi- 
cago, outlines this firm’s methods as follows : 

“The inquiries are entered upon blue cards, 
containing the name, address and source ; then 
we are able at any time to determine by this 
system what mediums are producing the best 
results, and can spend our money most advan- 
tageously. In replying to an original inquiry, 
we send one of our catalogues, together with 
an accompanying letter. All orders are entered 
subsequently upon this card, so that after the 
receipt of a letter the card system becomes the 
sole source of information and the letters are 
gradually discarded. We make it an object to 
have each of our customers send us the names 
of neighbors and friends, and names obtained 
from other sources than those coming from di- 
rect advertising are entered upon white cards. 
We arrange our cards alphabetically under 
States, towns and names within each town. 

““In regard to this card system, we wish to 
say that we think it is one of the greatest 
things ever gotten up. We are annually sav- 
ing hundreds of dollars by discarding from our 
lists duplicate names which are automatically 
detected by the card system, and which would 
result in the loss of catalogues, postage and 
time if any other method were employed. We 
can handle one hundred thousand dollars’ 
worth of business with the card system with as 
much ease, accuracy and attention to details as 
we can one hundred dollars’ worth, and think 
we get three times the result from the same ef- 
fort and same amount of correspondence and 
advertising that we could without the system.”’ 

Mr. C. A. Bent, of Geo. P. Bent Piano 
Manufacturing Co., Chicago, has the following 
to say about methods and filing systems : 

“We use the card system and numeric ex- 
pansive filing system for tabulating and ren- 
dering effective all information about prospect- 
ive customers and inquirers. We have pri- 
marily a county file, in which are placed all let- 
ters relative to prospective sales arranged by 
counties, so if our traveling man is going 
through a certain district of the country, he can 
run through this file and regulate his visits and 
conduct by the matter which it contains. As 
soon as one of these prospectives becomes a 
customer, the letter receives a number, and be- 
comes an integral part of our numeric system, 
finding its place in numeric order under the 
State in the larger series of cabinets. Regard- 
ing the adaptability of this filing system by 
numbers, we have found it most satisfactory— 
we can not speak in high enough terms of it. 
We find it adequate for all demands, and we 
have a very heavy correspondence. The ca- 
pacity of our system is about two hundred 
thousand letters. We use the card system, 
keeping all correspondence with our customers 
and accounts in our ledgers, by the same num- 
ber, found in the card index.”’ 

A large Chicago concern which deals with 
advertisers throws the following light on its 
methods and office em: 

‘* Our territory is systematically divided, and 
a portion assigned to each of our solicitors, who 
is made responsible for his field. The in- 
quiries, as they are received, are tabulated in a 
card system operated numerically in connec- 
tion with an expansive filing system. This 
method we have employed for about two years. 
At that time we discarded making copies of our 
correspondence in the old method, and adopted 
the idea of making carbon copies of our letters, 
which enables us to file the letter and answer in 
one compartment. We consider that this man- 
ner of handling our correspondence is as great 
an improvement in this office as is the employ- 
ment of typewriting machines over the old 
method of writing letters. The correspond- 





ence in this cabinet and the tabulated record of 
inquiries in the card system work in harmony, 
and are arranged both by territory and under 
the date in which they should receive atten- 
tion, Thus, an inquiry is first tabulated on the 
card system, then the correspondence is ar- 
ranged in the expansive file, and subsequent 
letters are so placed that our solicitors are kept 
informed at all times of our operations with 
each customer, and are enabled by this excel- 
lent method to interview the advertiser at just 
the right time to secure the best results.” 
Advertising Experience. 


tn ae 

THE WAR AS AN ADVERTISEMENT. 

Apart from the hastening of national unity 
the war has been for us an advertisement of 
measureless value. In recent years Europe 
has become rudely awakened to the industrial 
progress of this country, but has had an indif- 
ferent conception of our national power. Ac- 
cording to foreigners who considered them- 
selves excellent judges, the war with Spain 
was to last for years, and, although victory in 
the end was conceded to us, the struggle was to 
entail enormous losses and sacrifices, and ar- 
rest, for a time, our industrial and national 
progress. Some European military prophets 
even refused to predict ultimate victory for us. 
Whither these prophets have retired to kick 
themselves we know not. It suffices for us to 
know that suddenly the eyes of the world have 
been opened to our national power, and that 
our future destiny as the arbiter of the world’s 
neace is conceded, Europe is marveling no 
ess at the wonderful resources and lightning 
progress in the peaceful arts that enabled us, 
almost in a night, to provide all the essentials 
of war, military and naval, necessary to cope 
quickly and successfully with a foreign power. 
As a matter of fact, orders are now being re- 
ceived by makers of machine tools in this coun- 
try from entirely new customers in foreign coun- 
tries which have not hitherto patronized Ameri- 
can firms, and there is evidence to show that 
these orders have been due, indirectly at least, 
to the advertisement which the war has given 
to the merits of American machinery. All 
branches of industry will benefit, but especially 
the iron and steel industries. Our own city of 
Philadelphia is now building warships for 
Russia and Japan, and locomotives for the 
earth, and there is no doubt that the United 
States will soon lead the world in all manufact- 
ures of iron and steel, from battleships to 
scissors. This is no mere meaningless eagle 
scream. An English journal before us con- 
cedes the fact, and by way of convincing its 
readers tells them that the present annual ca- 
cacity of blast furnaces in the United States ex- 
ceeds the annual output of the entire world 
only twenty years ago, and that the present ca- 
pacity of our steel-making plants is more than 
three times the whole annual product of the 
world less than twenty years ago. Great 
3ritain, which formerly led the world in the 
production of steel and iron, is now far behind 
this country, her capacity being only about one- 
half that of the United States. On such a basis 
of fact it is easy to build credible predictions. 
—The Keystone. 


Sn 
CATALOGUES AND BOOKLETS. 

A catalogue is the representative and regular 
publication of a house—a sort of salesman. It 
is supposed to be a list and full description of 
the merchandise for sale by a house. Its mis- 
sion is to satisfy an existing desire rather than 
to create one. A booklet is a special publica- 
tion of a house or company, making a special 
announcement or appeal. Its purpose is to 
create interest or excite further interest. The 
distinction is rather one of 4ind and not of 
size.—A dvertising Experience. 
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ADVERTISING RATE CARD 


OF THE 


Des [Poines Daily ews 


IN EFFECT OCTOBER 1, 1898. 


N.B.—Our circulation is over 25,000 and has more than ¢ , 
¢ doubled since our last regular rate card was issued in Janu- 
iuy 1896, It was then 12,000. This card reduces sod 
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time rates, and only slightly i increases long-time rates. 
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DISPLAY ADVERTISING. 

Display space, 4 cents per agate line, flat; 56 cents per inch. 

Position alongside reading matter, 5 per cent additional; top 
of column alongside reading matter, 1o per cent additional; full 
position, 15 per cent additional. 

No display advertising accepted for first page. 

READING NOTICES. 

Readers, with run of paper, 20 cents per count line, each in- 

sertion ; on first page, 25 cents per line. 
LOCAL NOTICES. 

Locals, under head of ** City Items’’ or ‘‘ Jottings About 

Town,”’ 25 cents per count line each insertion. 
CLASSIFIED ADVERTISEMENTS. 

Want advertisements, 1 cent a word each insertion; no in- 

sertion for less than 1o cents. 


THE WEEKLY NEWS. 
Display Space, 2 cents per agate line, flat; 28 cents per inch. 
Readers, to cents per count line each insertion, 


GENERAL INFORMATION. 

Agent’s Commission, 15 per cent. 

Paper is set in BREVIER, MINION and NONPAREIL. 

Length of columns, 2134 inches; width of column, 13 ems. 

Size of paper, 4 pages, except on Fridays, and occasionally 
on Saturdays, when it is 8 pages—seven columns to the page. 

Matrices can be used, but solid base ELECTROS preferred. 

Daily editions at 12, 3, 4 and 6 p.m. Last named isa 
“night mail edition,’ dated next day. All advertisements run 
a all editions unless otherwise expressly ordered. 

eekly edition is issued in two parts: Part, Mondays ; Part 

II, Thursdays. Rates quoted are for one insertion per week. 

Circulation reported and guaranteed, monthly, by Adver- 
tisers’ Guarantee Co. of Chicago. Quarterly examinations by 
committees of Des Moines business men. 

Des Mo nes has a population of nearly 75,000; State of 
lowa, all tributary to Des Moines, over 2,000,000. Circulation 
of THE NEWS reaches all parts of the State. 


DES MOINES NEWS CO., Publishers, 
DES MOINES, IOWA. 























20 PRINTERS’ INK. 


IMPRINTS OF ADWRITERS. 

A correspondent of PRINTER-’ INK writes: 

In glancing through Scrzbner’s tor Septem- 
ber, I noticed an advertiseme:t of Stogie cigars, 
bearing the imprint of the specialist who pre- 
pared it. These imprints secr : to have become 
quite the fashion. It is probable that the spe- 
cialist who prepares these ads considers the 
publicity he gains from the print of his name 
upon an attractive advertisement sufficient re- 
muneration for his work. He probably con- 
siders that he has “‘a good thing.’”? And he 
nas. Not so the advertiser. He may chuckle 
and feel convinced that ho is making a profitable 
deal, but I believe that an imprint of this sort 
reduces the value of his ac just about two- 
thirds. It at once stamps it as artificial. It 
takes away half his power. It says quite 
plainly that he is not capable of preparing his 
own advertisements. An advertisement will not 
make an impression just because it is clever 
and compels the reader to read it in spite of 
himself, but because it is convincing—because 
the reader believes it was written from the bot- 
tom of the advertiser’s heart. It makes him 
think that if the maker of these cigars really 
believes in them to the extent of producing a 
powerful ad, that they really must be very good 
cigars, and his curiosity is aroused, and he tries 
one “just to see.” The average reader will 
not stop to think that a man may make very 
good cigars, and still lack the ability to make 
very good ads about them. 

If a man makes a speech, and indicates in 
some way that it was written by a very clever 
fellow, we may enjoy and appreciate the speech, 
but our opinion of its idiom involuntarily 
descends several degrees,and we are rather apt 
to regard him in a patronizing way thereafter, 
especially if we are good at speechmaking our- 
canoes. If a person is not clever enough to do 
a certain thing himself, there is no use adver- 
tising the fact, especially when the act will 
prove a detriment. 


+o 
ADVERTISING AT FAIRS. 

Here are a few suggestions that will help the 
retailer to make the most of his chances: Boom 
the fair in your advertising. Do everything 
you can to make it a tremendous success. 
Have a “‘ Fair Sale ” to run through every day 
of the fair. Offer particular bargains at par- 
ticular hours. Make a feature of the hours 
early in the morning and late in the afternoon. 
Offer lines of goods that will appeal to the 
country people. Make it worth their while to 
come to town an hour or two earlier than they 
would otherwise. Runa fair premium list of 
your own on the side. Give a prize for the 
best loaf of bread, roll of butter, piece of fancy 
work or whatnot that will interest the women 
Let them know your prize is to be given. Tell 

all about it in your next week’s advertising. 
Ti you have some cheap specialty that you want 
to introduce, advertise that you will give a fair 
ticket to every boy or girl who sells a given 
quantity or number of it. Get space to run a 
big bargain counter at the fair. Put it ina tent 
if necessary ; have music, some sort of an en- 
tertainment, or something of that kind. Get 
the crowd. Have the tables loaded up with 
low-priced goods in your line. Decorate all 
your clerks with big badges or other insignia. 
Offer real bargains. It’s a golden opportunity 
to have the chance to talk to five to twenty- 
five thousand people a day. Don’t forget to 
send them away with some souvenir or printed 
matter that will keep your memory green. If 
you do circularizing by mail, the fair is a good 
lace to get addresses. Have a sweet young 
ady to give away a novelty of some kind to 
every head of a household who will leave 
name and address.—A dvertising World. 









TO REVISE TRADE-MARK LAWS 

An act of Congress approved June 4, 188 
provided for the appointment of three com: is- 
sioners to revise and amend the laws of the 
United States concerning patents, trade and 
other marks, and trade or commercial names, 
which shall be in force at the time such com- 
mission shall make its final report, so far as the 
same relates to matters contained in or affected 
by the Convention for the Protection of Indus- 
trial Property concluded at Paris March 20, 
1883, the agreements under said convention 
concluded at Madrid, April 14, 1891, and the 
protocols adopted by the conference, held 
under such convention at Brussels, in Decem- 
ber last, and the laws of other nations relating 
to patents and trade-marks. The President has 
named as Commissione Judge (rosscup, of 
i hicago, Francis Forbes, secretary of the 
United States Trade-mark Associatiun and one 
of the United States delegates to the Lrussels 
conference, and Assistant Commissioner of 
Patents Greely. The commission will hold its 
meetings in Chicago and it is expected that it 
will convene some time during October. The 
law provides that the report of the commission, 
which will be laid before Congress during the 
next session, shall be so made as to indicate 
any P ropose d chi ange in the substance of exist- 
ing law, and shall be accompanied by not 
which shall briefly and clearly state the reasons 
for any proposed change. It must also be ac- 
companied by reference to such treaties and 
foreign laws rel: ating to patents and trade-marks 
as, in the opinion of the commissioners, may 
affect citizens of the United States. 

Factory superintendents will be interested in 
the work of the commission, for it will doubt- 
less point out certain defects in our patent law 
and will have an important bearing on proposed 
patent legislation.— Cycle A ge. 

queEneeen<Gpeenceneamanen 
USES OF PULP. 

It almost looks as if the old saying, ‘‘ cotton 
is king,’ might be revised to apply to wood- 
pulp. Woodpulp has been used as a substi- 
tute for iron, steel, wood, stone, glass, ivory 
and innumerable kinds of animal and vegeta- 
ble fiber. As a material for carwheels the 
manufacturers have found it superior to any 
kind of metal, being about three times as dur- 
able as steel and much more elastic. It has 
been found available as a material for paving- 
bricks, drain tiling and conduits for electric 
cables. For ivory, which is becoming scarcer 
every day, cellulose is the best substitute that 
has yet been found. When properly treated it 
is practically proof against heat and moisture, 
hence it has been found superior to timber zsa 

material for telegraph poles and screws. Can- 
non, too, and bicycles are made out of wood- 
pulp in Germany and Chicago, respectively; 
while a Frenchman has succeeded in producing 
a thread from the same substance, which he de- 
clares can be worked up into all sorts of fab- 
rics. A Vienna inventor declares that his 
woodpulp leather is superior to animal leather 
in fineness and durability. Among the other 
articles made of woodpulp are boats, canoes, 
cuspidors, pails, flower-pots, tables, chairs, 
bureaus, barrels, wagons, horseshoes, ‘and imi- 
tation porcelain ware. The manufacture of 
silk from woodpulp is now an important in- 
dustry in England and France. And in weod- 
»ulp the resources of Maine seem to be almost 
imitless,—Z ew/ston -. ) Journal. 

IN BIL L POSTING. 

The size of a one-sheet, or, as it is usually 
termed, a whole-sheet, is 28x42 , Standard. 
sheet 42x55 would be termed a two-sheet, and 
should be charged for accordingly.— 7he Bill- 
board, Cincinnati, O. 
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THE ‘‘ RECORD’S”’ ADVERTISING 
TALKS 





Printers’ Ink would like to secure the 
name of every newspaper that publishes arti- 
cles on advertising intended to induce people 
to advertise, or advertisers to put forth more 
numerous or attractive announcements. Send 
the name of the paper and a clipping of one of 
the articles under letter postage, at the same 
time indicating how often such articles are 
published, and whether they are original, or 
clipped from and credited to other publications. 
—Prin vers’ INK, of September 7, 1898. 


Office of ) 

“THe PHILADELPEIA RECORD,” 

The Pioneer One-Cent Newspaper of 

America. 

Circulation Yesterday, 190,268. | 

Sept. 8, 1898. J 
Editor of Printers’ Ink: 

In response to your request made in issue of 
7th inst., we beg to advise you that the Phila- 
delphia Record has published every day for 
the past four or five years on its editorial page 
short talks on advertising, in which we feel 
confident progressive merchants have taken 
great interest—at least this method has proved 
itself profitable to us. 

In addition to this, a plate of the front cover 
page of Printers’ INK appears each Wednes- 
day in the Record, simultaneously with the 
date of your everyissue. Yours very truly, 

“THe PHILADELPHIA REcorRD.” 
M Hanson, Adv. Mgr. 

P. S.—The advertising talks to which we 
refer, clipped at random from issues of August 
and September, are inclosed. 


Below are some of the articles referred to: 
ALL THE PEOPLE. 

One of the pithy remarks for which Print- 
ERs’ Ink is noted: “‘ If your ad is right and 
your medium wrong, then your money is 
wasted.”? When a medium practically reaches 
all the people all the time there can not possi- 
bly be waste, no matter what the business, if 
publicity be the thing it seeks. 

BARGAIN TIME IS PERENNIAL. 

The New York Sux says: ‘‘ Bargain time is 
here. A mere man said that he counted the 
number of times he heard the word ‘ bargain’ 
in the car between Eighty-ninth and Twenty- 
third street the other morning, and it reached 
the seventy-seven notch.”” Bargain time is al- 
ways here. It has outlived ridicule and its own 
youthful extravagances, and so long as there 
shall be women and newspapers so long will 
the bulk of the bargaining be shaped by the 
newspaper hints. 


NEWS OF THE STORES. 

A contributor to Fame suggests that a news- 
paper might make a great hit in New York by 

tailing a capable writer to the work of ex- 
ploiting the real news of the stores, just as the 
dramatic critics exploit the novelties at places 
of amusement. The difference is that the 
theater deals in glamor and the store in real- 
ity. Asa matter of fact the real news of the 
store that catches the eye of the buying public 
gets into the store bulletins, which, without 
any theatrical touches, can be made of absorb- 
ing interest. 


THE MORAL EFFECT OF PRICES. 

A wholesale house in New York advises its 
retailers to put a plain price on some promi- 
nent article in the store,and adds: “‘ The mere 
fact that you have named a price so openly in- 
dicates your confidence in it, and creates the 
impression that it is a special price. You will 
find that the sale of this item is out of all pro- 
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portion to that of other goods. This is adver- 
tising.”” So it is; but if the advertisement 
seen bya few hundred persons daily is good, 
how much better it must be when put where 
hundreds of thousands will see it! 


TALK IS NECESSARY 
The advertising manager of one of New 
York’s most successful stores says : ‘‘ Experi- 
ence has taught me that in appe aling to people 
who purchase at retail, especially women folk, 
prices cut the most effective figure, and the 
more prices you give them and the bigger the 
list of articles the better they like it.”’. But, of 
course, it does not follow that prices are the 
whole business. If they were, advertising 
would be an exact science, and there would be 
no misses. Figures pinned to an article in the 
window will do, for the article is visible ; but 
mere price lists in an advertisement are insuf- 
ficent. The more extraordinary the figures, 

the more they need explanatory talk. 


THE VALUE OF PREPAREDNESS. 

The cold wave predicted for to-day may or 
may not be just on time, but in any case it can 
not be remote, and its coming will put a new 
face on the business situation. It is wise mer- 
chandising which scents out such opportunities 
in advance and makes ready to seize them by 
the forelock. All the failures of the recent war 
were due to want of preparedness. !t is the 
same in every business campaign. The mer- 
chant who has his stock in readiness for the at- 
mospheric waves, and who lets the people 
know the fact, is the one to whom all winds are 
sure to blow some good. 

CATCHING BUSY MEN. 

A New York clothing firm says of, its adver- 
tising, which is always well done: ‘It is ad- 
dressed to busy men chiefly, who have little 
time to read lists, largely of prices. Our aim, 
therefore, is to make the shortest possible re- 
port of facts. We give store news.”’ The the- 
ory has worked well in this case. Its success 
has shown that men can be induced to read ad- 
vertising. The demonstration is not new, but 
it is timely at the edge of September. 


THE FIRST STEP. 

“* Getting the people into the store is not the 
whole of successful merchandising,” said a 
leading New York merchant, ‘ but it is the 
first step.’”’ Hardly even that. To get the 
people into the store the store must first call 
upon the people at their homes. It must call 
often enough to set up an acquaintance. Its 
advertisement must be its visiting card. It is 
card time now for all the business intimacies to 
be established this fall, and September will set 
the cards a-flying thickly. 


GETTING READY FOR FALL. 

The last of the summer months is hastening 
to its close, and the fact is nowhere more_per- 
ceptible than in the shops, which, after all, are 
the great calendars of the social year. It is 
the time for clearing up and cleaning out the 
remnants of the summer. There are two ways 
of doing it—the dilatory wayof waiting for the 
frost to catch them, and the brisker way of 
sweeping them out all at once with the breom 
of advertising. It is the latter way that will 
be employed most vigorously within the next 
week, 








Put it down at the yrs ‘that 99 per cent of 
the different advertisements that come under 
the head of schemes are “‘ fakes ’’ of the rank- 
est sort. The small advertiser should not touch 
any of them with a forty foot pole. The few 
good ones that pass will never be missed.— 
Charles F. Jones. 
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San Francisco Bulletin 


now issues a 


SUNDAY 
MORNING 
EDITION 


with a 


Circulation 
Exceeding 


35,000 


GUARANTEED 


Advertisers’ Guarantee Company. 





A Home and Family Newspaper. 


NONE BETTER. 
FEW AS GOOD. 











Further information fiR. F. K. MISCH, 
from Potter Building, New York. 
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UNSOLICITED DAMNATION OF SOLIC- 
ITORS. 
Office of ) 


F. W. KimpBatt, 
Sole proprietor Kimball’s Anti-Rheumatic + 
Ring, 3 Union Sq., Lincoln Bldg. | 
New York, Sept. 9, 1898. J 

Editor of Prixvers’ INK: 





“What Makes a Good Advertising Solic- 
itor,” by Mr. John Z. Rogers, in the August 


31st issue of PkiNTERS’ INK, was good, but | 
must say frankly it don’t say much, It speaks 
very highly of the solicitor, but the advertiser 
is made to appear like a d——n fool. He says 
John Woodbury thinks honesty is one of the 
most important qualifications of an advertising 
solicitor, but he fails to say where he can be 
found, Advertising more than twenty-five 
years, over my own and other names, | have 
never met but a few honest advertising solic- 
itors. I can count them all on the fingers of 
my hand. It makes no difference which hand. 
I have very little for advertising solicitors to 
do,simply because I do not care to hire another 
office for their accommodation. | tell a_solic- 
itor that I make no contracts ; that I have an 
agent. “Who is vour agent?” he will ask. 
“It’s none of your business,’’ is the only reply 
that can be made. If Tom Jones should hap- 
pen to be my agent I save Toma ares it deal of 
trouble by making the or, remat 
_W. Kimpatr. 








- +o 
CONFESSED HIS SIN 
SPRINGFIELD, O., Sept. 12 
Editor of Printers’ Ink: 
You will doubtless remember that you re- 
ceived a letter about August 29 signed by R. J. 
Williams, which stated that Mr. Geo. H. 
Powell, who manages the advertising depart. 
ment of this firm, secures a large number of 
replies to advertisements which appear in our 
journals by writing to his friends asking them 
to answer the advertisement and mention our 
journals. 

We investigated this affair and obtained con- 
vincing evidence that this false report origin- 
ated in the brain of Mr. Geo. S. Beck, who at 
first denied it, but on being shown the evi- 
dence, he confessed that he caused said Jetter 
to be -vritten to you and others, after which he 
signed a statement humbly begging our pardon 
and mercy. The paper signed by Mr. Beck 
also states that at the time he caused said let- 
ters to be written he knew the statements con- 
tained in said letters to be false in every par- 
ticular, and yet, knowing this, he deliberately 
caused said letters to be written and mailed to 
you and others. Very truly yours, 

Mast, Croweirt & KirKPATRICK. 


1808. 











a 
CHIC =AGO IS INNOCENT. 
New York Crve, 

Editor of Printers’ Ink : 
In the issue of August 31st of Printers’ 
Ink there is an article on page 34 regarding the 
method of estimating advertising space, when 
set solid in agate type, whether by measure of 
rule or by count of lines. In the article the 
position taken by the Chicago Zriéune and 
Boston Globe is characterized as a ‘‘ God 
damned foolish one,’? which characterization 
PRINTERS’ INK attributes to the representative 
of ‘fone of two papers.’’ Asa representative 
of the Chicago 7rbune I wish to state I did 
not use any such anexpression. This you will 
find is confirmed bythe party who furnished the 
information in the article. Not having made 
such an expression, and as it can be inferred 
from the article that I or another made the 
statement, I feel you have injured me before 
your readers, and I ask you to rectify it and 

place me aright with them 
Courteously yours, jos 


Sept. 2, 1& 





EPH CASHMAN, 


PRINTERS’ INK. 


WANTS ADVERTISING SENTENCES. 





Woonsocker, R. I., Sept. 5, 1898. 
Editor of Printers’ INK: 
I wish to write to ask you if there is pub. 


lished anywhere a 
for advertisers. 
betical 
phrases, for instance like 
is sufficient,” etc., etc. I mean a book on 
which adwriters could draw for texts, as it 
were. Any information on this score will be of 
great service tome. Very truly, 
EARLE Brown, 
13 Earle street. 


book which gives headings 
That is, a book giving in alpha- 
order 4,000 or 5,000 sentences and 
** A word to the wise 





The Advertising World, of Columbus, O., 
publishes a booklet of ‘‘1,0co Advertising 
Catch Phrases and Ideas,’’ which may meet 


your wants. It costs fifty cents. 


+o 

PHILLIPS ASSERTS TOO MUCH. 
38 Park Row, New Yor K, Sept. 8, 1898. 
itor of PRINTERS’ INK:** 


E 





We note in your issue of “August 31st an ar- 
ticle stating that Mr. H. C. Phillips is to open 
a New York office for Ohio newspaners, and 
that over his name it is stated that he will rep- 


resent, among other papers, the Youngstown 
Vindicator and the Dayton News. As the 
writer has represented these papers for some 


years past and is at present looking after their 
interests in the East,we will be pleased to have 
you make a note of this fact, as the publication 
of the article above referred to may give an er- 
roneous impression to advertisers and advertis- 
ing agents not familiar with the facts. 

Thanking you in advance for your courtesy, 
I remain yours, H. D. LaCosre, 


MORE “* KN¢ WN CIRCULATION,” 
New York, Sept. 13, 1898. 
Editor of Printers’ INK: 

“Uncle Sam” having annexed ALL Hawaii, 
the writer lost no time in annexing the lez iding 
paper in Honolulu, the Honolulu Stax—daily 
and semi-weekly—the official organ of the new 
Government, the favorite paper of the people 
in Honolulu, and the best advertising medium 


in the islands—as the daily covers the isle of 
Honolulu, while the semi-weekly reaches all 
the outside islands. It is the tea table paper 


of the people of our new possessions, being 
published every afternoon except Sunday. 
Yours very truly, 
A. Frank RICHARDSON. 
USSELL, 


— <o- 

BENTON’S ILLEGIBLE SCRAWL. 

Poucukeepsi®, N. Y., Sept. 
Editor of Prixters’ Ixk: 

It may not be worth your while to expend 
much space upon typographical errors; but I 
trust I am not asking too much in soliciting a 
correction of an. error that occurred in my re- 
cent article on “The School Advertisement’ 
in Printers’ Ink of September 7. Garfield’s 
remark which I tried to quote was: “ With 
President Hopkins sitting on one end of a log, 
and a pupil on the other, there would be a 
university.”” To put “ profile”? for “* pupil,” 
as was done, is something worse even than 
proprietary “ substitution.” JoreL BENToN. 





10, 1898. 





- so 

Never have a special sale unless you have 
something special to sell. It must be good ; it 
must be seasonable ; it must be cheap. If you 
have got these three things then you are in a 
position to talk, and talk for profit. But don’t 
attempt to make a big sale and a big hurrah 
over. nothing. People may come once, but they 
won’t be fooled again, and when you really 
have something spec ial they won’t believe you, 
—Charles F. Jones. 
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_ A CLOUD 
No Larger thanaMan’s Hand 


At a place of publication casts an immense shadow ad keeps 
people at a distance in the dark. 


DO NOT BE MISLED into placing advertising contracts based 
ON CIRCULATION AFFIDAVITS. 


THE 


San Francisco CAL 


offers you a ‘‘simple statement of fact, unincumbered by obstructing 
accumulations of metaphor and allegory.’ 


A COMPARATIVE STATEMENT 


of the number of lines of displayed advertisements during June, 
July and August, 1898, published in the 
JUNE JULY 4s UGUST TOTAL 
CALL, 138,838 155,722 167,072 462,532 
CHRONICLE, 118,643 114,275 121,093 354,011 
EXAMINER, 128,000 124,663 128,870 381,542 
Excess over CHRONICLE, 108,521 Lines. 
ss ‘¢ EXAMINER, 80,990 ‘* 
Extended'in a straight line this larger excess means a continuous 
line of advertising more than 3.85 miles in length, 


> MILE MORE ADVERTISING than ONE 
33 100 of ITS CONTEMPORARIES! 


Be MILES MORE THAN THE OTHER! 


That is the estimate placed on San Francisco papers by 


Home Advertisers. 


THE GALL REACHES THE HOMES. 


Quit paying high rates for Circulation Burned in Garbage Crema- 
tories and Pacific Coast advertising will pay. 


W. S. LEAKE, MANAGER, SAN FRANCISCO, CAL. 
DAVID ALLEN, Eastern Representat ve, 188 World Building, NEW YORK. 


C. GEORGE KROGNESS, Marquette Bullcing, CHICAGO, ILL. 
(FOR DISTRICT WEST OF PITTSBURG.) 
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NOTES. 


Accorptnc to London Jit Bits, Great 
Britain receipts from the stamp duties paid 
on patent medicines amount to almost £ 250,000 
yearly. 

An ad in the New York elevated cars reads : 
‘Operating a Barlock Typewriter is like using 
smokeless powder—you see what you are 
doing.” 

A CORRESPONDENT of the Aeystone, Phila- 
delphia, suggests that retailers should adopt 
trade-marks and use them on stationery and 
stock and in advertisements. 

Tue Albany (N. Y.) 7imes-Union of Sep- 
tember 5 contains an interesting sketch of 
Augustus J. Phillips, president of the Dr. 
David Kennedy Corporation of Rondout, N. Y. 

Tue latest comer in the ten-cent monthly 
field is Seéf Culture, of Akron, Ohio, which 
introduces illustrations and increases its size 
and scope at the same time that it reduces its 
price. 

Hoyt anp McKezg, theatrical managers, of 
New York City, have offered $200 in cash for 
the best sketch for a luminous poster to adver- 
tise their new play, ‘“‘ A Day and Night in New 
York.” 

MENNEN’s Borated Talcum Powder adver- 
tising cards condemns substitution in a happy 
way thus: ‘‘Other people copy the package 
and copy the advertising, but they can’t copy 
the powder.” 

An immense chair over 60 feet high—far 
overtopping adjacent houses—is used as an ad 
near the Long Island railroad at Woodhav 
by the Brooklyn Furniture Co. The back rails 
of the chair bear an advertisement in letters 
several feet high. 

A wriTER in the Kansas City ]/"0-/d says of 
Lipton, the English tea merchant, that the first 
popular advertising which he ever attempted 

was to have two fat hogs driven through the 
streets of Glasgow. They bore the label: 
** Lipton’s orphans.” 

Art the time of sending their check for $983.39, 
for the sake of securing the 2% per cent reduc- 
tion allowed for advance payment on a purchase 
of Ripans Tabules, amounting to $1,000 or 
more, Messrs. R. W. Robinson & Son, whole- 
sale druggists, at No. 186 Greenwich street, 
New York, took occasion to say that never be- 
fore did they give so large a check in advance 
for one medicine, and never before have they 
struck such a seller as Ripans Tabules. One 
gives relief, 

THE most surprised man in Ponce after the 
surrender was the publisher of the daily paper, 
who was told by General Wilson that his 
presses and other property would not be con- 
fiscated. Out of pure gratitude he told the 
Americans that he would confine his news of 
the day to runaways, society and police court 
items, and wouldn’t say a word about the capt- 
ure of the city. When informed that he could 
hustle out his reporters and write up a story of 
the surrender if he felt so disposed, he almost 
dropped over in his paroxysm of joyand offered 
to send General W Fils on the proofs of the first 
edition. ‘‘ Damn it, man,’’? General Wilson 
said, ‘‘ I don’t want to see your proofs. Go 
ahead and tell your story just as it is. We don’t 
censor our newspapers and we believe in.a free 
press.” This unheard of liberty so completely 
upset the editor that in the first edition he 
abused the Spaniards in the purest Castilian, 

and expresse -d his sympathy for the new cause. 
—Kansas C ay Hi — 


TRU E ‘ENOU IGH. 
The man who would make a figure must get 
over all false modesty.—Boyce’s //ustler. 
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A CASE OF “ LIFTING.” 
Office of ) 
Tue Swirt Speciric ComPANy. 


ATLANTA, Ga., Aug. 22, 1898. 
Editor of Printers’ Ink: 

We are sending you by registered mail two 
copies of the West Point, Neb., Repudlican of 
August 19th. These papers are identical in 
every respect, with the exception of on page 5 
one issue contains an advertisement of the 
Bradfield Regulator Co., while the other con- 
tains that of the Swift Specific Co. In other 
words, this paper has published our advertise- 
ment in a few papers, sending us one for check- 
ing purposes, while the same space in the re- 
mainder of the edition is devoted to another 
advertisement. We are surprised that such 
swindling methods are in vogue at this time, as 
it would seem that an enlightened newspaper 
man must know that such methods have long 
since become obsolete. If would be well for 
the foreign advertisers to keep their eyes on this 
paper, as it is impossible for them to tell 
whether they are getting what they pay for. 
Kindly return the papers, and oblige, 

Eons mee, Swirt SpectFic CoMPANY. 
By J. E. S. Louman, Advertising Manager. 
<o 
A DISTINCTION WITHOUT A DIFFER- 
ENCE, 

Many advertising advisers do not seem to 
recognize the difference between duplicating 
an advertisement in the same publication and 
duplication of circulé ation—the one is profitable, 
the other a loss. Keeping everlastingly at ina 
publication that pays is profitable advertising, 
but advertising in a number of magazines, so 
that from three to fifty different mediums reach 
the same person with the same advertisement, 
is only adding from three to fifty times the ex 
pense, and can not be as profitable.—Curtis 
Publishing Co. 








When I first went into 
the advertising business, 
although I had been ar 
editor for years and had 
considerable experience 
in general business, I felt that adver- 
tising was a specially trying field; a 
profession in itself. 

I felt a natural modesty concerning 
my early efforts. I was told that this 


was against me, 

But now that I have foryears succeeded in giv- 
ing satisfactory service to some of the most 
eminent and prosperous advertisers in the United 
States, I still believe that a reasonable modesty 
is becoming even in an advertising man. 

Lhave learned that “it is better to know less 
than to know so much that ain’t so 

I have learned that confidence and modesty go 
bene in hand. 

While I know for acertainty that I can be help- 
ful to any business man who comes to me, I also 
know that careful, earnest work must be givento 
get the best results for my clients. 

aoe learned to work quickly ; but not care- 








*tt hile T have demonstrated my com- 
auae to give business advic e, 
have also developed a good a 

capacity for taking my own 7 
medicine. | want to exchange yY 

views with concerns who 
want todo better and more 
profitable advertising. y 


WOLSTAN DIXEY, 
Writing, Mustrating 
Ideas, Plans and 
Advice fcr 
Advertisers, 
150 Nassau st., 
New York. 
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CASH PRIZES OFFERED. 

The Railway Age (Chicago) is offering cash 
prizes for advertising designs with the view of 
making its advertising pages as attractive as 
ee The Age inaugurated this scheme 
ast July, and it worked so successfully that 
more prizes are now offered and the competi- 
tion is open toall. The Age says: 

“While the advertising pages of the Rai/- 
way Age are beyond question the most atract- 
ive and interesting to be found in any class 
publication, still for the sake of our readers 
and our advertisers (as well as of ourselves) we 
wish to make them better still. To this end we 
propose to enlist the co-operation of the best 
talent in the country. If any man can make 
better advertisements than we can, we want his 
services. In the drafting-rooms and ot'ier de- 
—— of the railway service there must be 
nundreds of men of original ideas who are 
clever with their pens. We wish to reach all 
of these ; and not these only, for the following 
competition is open to anybody, whatever his 
business, who cares to enter.’ 

The third of the series of competitions has 
just been announced by the Ras/way Age. 
Designs are wanted for a full-page advertise- 
ment of the Pyle- National Electric Headlight 
Co. Three prizes are offered: First, $50; 
second, $25 ; third, $15. The competition closes 
October 7, 1808. 

In addition the A ge offers one grand prize of 
$500 to the author of the one advertisement ac- 
cepted in any of its competitions (whether a 
prize design or not) which produces to the ad- 
vertiser the largest number of bona fide inqui- 
ries with a view to business. This prize will 
be awarded, and the name of the winner pub- 
lished, in the first issue of the Raz/way A ge in 
the month of May, 1899. Those desiring to 
compete for the prizes should communicate 
with the Railway Age, Monadnock Block, 
Chicago, Ill.—National A dvertiser. 


Classified Advertisements. 


Advertisements uider this head twoimesor more 
er tay, 25centsaline. Must be 
handed in one week in advance. 








‘ WANTS. 


+) = CTS. a line for 50,000 proven. 
=) WORK, Athens, Ga. 


\ 7E buy, rent and eS pe tters replying poets. 
PRESS LETTER CHANGE, Sta. E, N. 


JERFECT half-tone cuts, 1 col., $1; larger, 10c. 
per in. ARC ENGRAVING CO., Youngs- 


town, Ohio. 


MAIL order men, write for our proposition; 
clean goods; large profits. 613 Consolidated 
Exchange Building, Chicago, Til. 


\ 7 ANTED Letters in reply to morphine and 
opium cure ads. State mumaber and price. 
RICH MED. CO., Box 389, Toledo, O 


\ 7 ANTED—Case of bad health that R*I:P*A‘N’S 

will not benefit. Send 5 cents to RIPANS 
CHEMICAL CO., New York, for 10 samples and 
1,000 testimonials. 


\ 7 ANTED—Man with some capital, to take full 

charge of well as aE suourban news- 
paper and job office. By letter only. ANDER 
SON PRICE, 80 Broadway, New York. 


TIGHT city editor in New York wants to take 
- charge of newspaper in bright city. Virile 
editorial writer: psychologic adsmith, Ad- 
dress “ THOUC iHT,’ care Printers’ Ink. 


. PUBLISHE RS—An up-to-date paragravher 
on a leading daily will supply one addi- 

tional paper with humorous matter at reasona- 

ble rates. Address “* HUMOR,” Printers’ Ink. 


be NG newspaper man, energetic, experienc- 
ed, wants position. Trade journal referred, 
editorial or reportorial. Last year en desk work. 
Highly recommended, “ C, T. H.,” Printers’ Ink. 


WOMAN’S 
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\ RAPPERS to ana a Buy a $4 economy wap 
per paster, and do the work twice asquic 
better and without “ muss.” Great time saver. 
In stock all branches AM. TYPE F« SUNDE RS CO, 
See ,addresses under “ Advertisement Contruct- 


N EWSPAPER MEN’S EXCHANGE offers to pub- 
4% lishers in need ef competent editors, writers 
or reporters choice of best men available. To 
newspaper men seeking positions the Exchange 
offers advantages of co-o) peg system. Com- 
mission trom positions filled ; no coeree = _ 
lishers. Particularsof NEWSPAPER MEN'S EX- 
CHANGE, 21 Besse Bl d springfield, Mass. 


YORKS—We are using over a hundred gross of 
corks a month of an extra-fine quality, and 

are paying $3 per thousand for them. The size 
is % inch diameter by & inchlong. They are fine 
corks (and have to be), one end guarantec od fine 
We want to hear from a dealer who is ready to 
furnish a better cork — nt ~ ee ey gor ‘and 
see us, with a sample. ntract for a thou 

sand gross. THE RiPANS ‘CHEMICAL CO. 10 
Spruce St., New York. 
YP) ANTED—Situation as advertising manager. 

A man of ability and an international re 

utation as an authority on matters pertaining 
advertising and printed matter, both as to is 
ing and designing same, desires to secure a situ- 
ation with some publication of large circulat'on, 
or with a large manufacturing or mercantile 
house doing enough business to justify keeping 
a first-class, practical man, and who are willing 
to give him entire c sharge, of their ad verNising 
department. Address * Ek 37,” care Printers’ Ink. 


JUBLISHERS of dailies having a flat or 
straight rate, or those having a discount for 
time, possessing confidence enough in their me- 
dium as to its pulling and paying qualities, who 
would consent to accept till forbid orders to run 
every day at their yearly rate, are invited to 
communicate the fact without delay, Publica- 
tions rated with an actual average circ oe 
and quoted in the American Newspaper Dire 
ory, are the first choice. Those whose Ln 
are otherwise quoted will only be entertained 
upon the basis of value accorded as per estimated 
circulation of the American Newspaper Direct- 
ory, which, if incorrect, no one but the publisher 
is to blame. Publishers making proposa's are 
requested to do so at per agate line each inser- 
tion, stating rate of commission allowed, also 
discount for cash in advance for 3, 6,9 and 12 
months, respectively. STANLEY DAY, New Mar- 
ket, New Jersey. 


W 











ANT 
HIGH. GRA 
ADVERTIS EMENTS: 
CAN WE GET YOUR: yaa 
50,000 GUARANTEED CIRCULATION. 
Rates, 25 cents per agate line, cok insertion, 
All ads next to reading matter. 
$ 1.00 buys 4 lines $ Ls ~ buys 3 inches 
125 ‘“ 65lines “ 5 inches 





150 “ 6lines 41 ~ “  6inches 

1.7% “ ‘inch 2450 “ half col. 

3.50 “ Linch 49.00 “ one col. 

7 “ 2inches 98.00 “ half page 

10.50 “ 3inches 196.00 “ 1 page 
Only first-class matter accepted. Parties with- 


out good commercial cae d ey send cash with 
order. Cuts must not be o 23-16 inches wide. 
Copy for an issue should reac ch us by the 25th of 
previous month. An adv. that will pay anywhere 
will pay in WOMAN’S WORK, Athens Ga. 


Qsssssss BUSINESS MEN SESSSSsss 
@ who own one of my elegantly designed 
and engraved lithogravure letter head 
plates can have the handsomest line 0 fof. 
fice stationery that can be obtained, and 
ean get it printed right at their home print 
er’s. They can be proud of stationery such 
as can be obtained from these plates. 

One business man says: “I wish to have 
you know that the more I use my letter- 
heads the better I like them. Everybody 

who sees them compliments your work. | 
feel confident that, you spared no pains to 
do me good wor 

Another one says: “We thank you for 
making us such sharp and clear cuts. In 
fact, we have never seen one with such a 
high finish anywhere 

rice of these plates is $8.75. Buildings, 
tch submitted 





RADAR | 


puww PRDRPRRALR LARRPRAR | 


portraits, ete., extra, Sket 
on approve =e, charg 4 3 ms aoe ° ted. $ 
s W. MOSE 08 Hil 





B 
$s egageisessessesses $s$ essesss csgnasssr’ 
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NEWSPAPER BROKER. 


\ TANT to buy or rt a “8 ? Write E, P. 
HARRIS, 150 Haman St., N.Y. 


N BI WSPAPER METALS, 


I ONEST electro, stereo.and linotype metals 
E. W. BLATCHFORD & CO., Chicago. 


ILLUSTRATORS 4 AND ILLUSTRATIONS. 


] | SENIOR & CO..W ood Engravers, 10Spruce 
st.,New York. Ser vie e <ood abd prompt. 


ro ADVERTISERS — We have a mammoth 

sheet, showing over 200 cuts that we have 
used with excellent eifect in our trade journal 
advertising. Prices dirt e cheap. Sheet sent free 
for the asking. Addre Advertising Depart- 
ment,” F. MIDDL ETON & Cc On Philadelphia. 
oa oe 


MAILING MACHINES. 


\{ATCHLESS mailer. $12 net. “beats the heat- 
4 er.” KEV. ALEX’D’R DICK, Meridian, N. 


] ORTON mailer ($20 net), used exclusively a 

Ladies’ Home Journal, edition 850,000, who 
write: “ We save the cost of a machine in knife 
sharpening a!one every four months.” You can’t 
afford to uxe any other, even if it costs more 
than the Horton. a] stock all branches AM 
TYPE FOUNDERS (¢ 

—— +o 


AGRICULTURE. 


F you would reach the farmers, use the col- 
umns of Lippman’s Almanac-one hundred 
thousand copies guaranteed, and the Memoran 
dum Books—two hundred thousand copies guar. 
anteed. For ten dollars we can give you an 
advertisement of four lines in the entire edition. 
These books have been pubtished by us for twenty 




















years. 
LIPPMAN PROS., wholesale druggists, Lipp- 
man’s Block, Savannah, Ga. 
AD VEL RTISING NOVELTIES. 


})) NOVELTIES, Ad Calendars. Write CLASP 
44% CO., Buchanan, Mich.. for samplesand prices. 














( UR mailable bill hooks are business builde 
Free sample and folders. AMER. BILL FIL E 
CO., Ft. Wayne, Ind. 


be the purpose of Inviting announcements 
of Advertising Novelties. likely to benefit 
reader as well as advertiser. 4 lines will be in- 
serted under this head once for one detlar. 
a war — 
ADDRESS AND ADDRESSING. 


Bee ie ADDRE 

trades, cte. Authe 
class, quantity and secure 
Inc., 114 W. 34th St., New York, 


30, OO( MARRIED women whoattended the 

Trans-Miss. & International Exposi- 
tion at Omaha, (names taken from State Build- 
ing Registers), fresh, reliable and carefully se 
sented. ee they he ve mone y to spend. Embre 
Til., , Minn.. la., Mo., Kan., Neb., Colo. Be ‘st 
list. bi tinable in this territory. Sample sheets 
a She for postal. efs., Dun, Bradstreet. 
A. T. RECTOR, Omaha, Neb. 

os — 


PRI NTERS, 


\ AGAZINES printed from new type. KNICK- 
“ ERBOCKER PER. PRESS, 90 Fulton St., N.Y. 


F you area believer in printing that makes a 
hit, it al pay you to ne your order to THE 
LOTUS PRESS, Printers, 140 V N.Y. City 


J kK. RICHARDSON, printer to advertising 
°y. agents and others requiring good —— 
from good type and goodink. 249 Pearl St.,N. ¥ 


I EVENS SCRIPT, shown in August Inland 
Printer for first time, for cards, circulars 
and social events; very stylish. Our type de- 
signs surpass all competition, and purchasers get 
more effectiveness per dollar when they buy our 
type. You'll get as much weight for your dollar 
elsewhere, but we give more “muzzle energy ” 
per dollar —— the same weight. Why buy even 
the second best when the best co 8 you no more? 
AMERICAN TYP E FOU NDERS’ Cr 








invalids, 
eed. State 
CARTER, 






















PLATES AND MATRICES. 
Cc CAST YOUR OWN PLATES. 

If you have a casting box, any size, we can 
fur nish yeu matrices containing the very finest 
illustrated features, made up to any length from 
10 ine he s <0 23\4 inches and to any width from 2 
cols. to 8 cols. Noe xpress ¢ harges, no return of 
metal. You can save hundreds annually. Send 
for rates, PATEK & RANDALL, 411-415 Pear! St., 
New York. 

Note.—If you have no casting outfit we can sell 
you one complete in every way for $35, Send for 
particulars. 
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ADVERTISING MEDIA. 
VV OMAN's WORK, Athens, Ga., 4 lines $1. 
Wy oman’s WORK, 50,000 proven, 25 cts. a line. 


\ *OMAN’S WORK, Athens, Ga., 25 cts. a line 
for 50,000 proven. 








I ARDWARI DI ALEKS? iS) MAGAZINE. 
Copy free 71 Broadway, New York. 
MERICAN HOME Ss, ae Tenn. ; 1 yr. $1, 
é including 40-word ad. Disp. 15e. ag. line. 
4( WORDS, 5 times, 25 cents. ENTERPRISE, 
2 Brockton, Mass. Circulation «xceeds 6,(00. 














DVERT!SERS’ GUIDE, New Marke J. 8e. 
4 line. Cire’n 4,000. « lose 24th. sen free, 


ppercetac socRsar, Littleton, N. H. 2,800 
circulation. Linotype composition. Send 
for rates 


Hod person advertising in PRINTERS’ INK 
i to the amount of $10 is entitlou to receive 
the paper for one year, 
YOWAN'S MATRIMONIAL JOURNAL. circula- 
& tion 30,000 a eo close 2 th. Adv. rates 
30c. per line. C. H. ROV lilwaukee, Wis. 





‘HE Rochester, N cs Cou RIER, weekly, hasthe 

largest cireulation of any paper in a manu 

facturing city having a population of 7.396. A 
good country paper at a great trade center. 


[re YOUNGSTOWN SUNDAY NEWS offers 

$100 reward if they aged t got the largest 
circulation in that territo: of 100,000 people. 
Rates, 20c. inch Address NE ‘WS, Youngstown, ©. 


‘HE TIMES UNION, of Albany, N.Y..isa wide- 
awake newspaper, printing all the news 
promptly and accurately. Its circulation exceeds 
that of all the other Albany dailies combined. 
JOHN H. PARREL », editor or and proprietor. 








»EACH OREGON, Washington and Idaho pro 
\ gressive farmers via the WEBFOOT PLANTER, 
the icading farm journal of the Pacifie North 
west. 5,000 copies monthly guaranteed. Write 
for rates and sample copy. They will interest 
you. WEBFOOT P ANTE CO., Portland, Ore. 








| F you have anythin g that you want to sell to 
teachers, advertise it in the AMERICAN PRI- 
MARY TEACHER ane MODERN METHODS, both pub 
lished monthly. They have a combined circula- 
tion of nearly 55,000 a month. Rates exceedingly 
low, considering size and quality of circulation. 
Write now for sample copies and terms, NEW 
tel iLAND PUBLISHING CO., 3 Sumerset St., 
oston,. 





BOUT seven-e ighths of the advertising done 
fails to be effective because it is placed in 
popers and at rates that give no more than one 
eighth of the value that might be had by placing 
the same advertising in other papers. If you 
have the right advertisement and put it in the 
right pape grin advertising will pay. Corre- 
spondence licited. Address THE GEO. P 
ROWEL LADVE RTISING 1O0., 10 Spruce St., N.Y. 


oT TO ADVI ERTISERS. 

We publish the New York Musica Ecno, 
consisting of 32 pages and cover—pages 12xl4i— 
containing portraits of actresses, vocal and in 
strumental music. 

If you want to contract for 500 conies, you to 
take them as you want them. we,.‘ll mwe you 
the back page for your advertising and -harge 
you six cents a copy for the Ecno. You could not 
give away anything to your lady customers that 
would Le mere le - ing than the New York 
Musical FcHO. A 

NEW YOR x Wt SICAL I 
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SUPPLIES. 
7 AN BIBBER’S = 
Printers’ Rollers. 


*HIS PAPER is printea with ink —pingtc 24 
ared by the W. D. WILSON PRINTING INK 
CO., L’t’'d, 10 Spruce St., New York. Special prices 
to cash buyers. 
~~ 
MISCELLANEOUS. 

GQ HEET- MUSIC, standard and_new; low 
‘ 1,000 to 1,000,000. Write. GEO. M.V TICKERS: 
1503 N. 55th Si., Philadelphia, Pa. 
QEN vb your name on a small postal for a sample 
‘ of my Large Postal for advertisers. ae 


and strongest on the market t and only $2.75 pe 
1,000. WM. JOHNSTON, 10 Spruce St., New York. 


| YILES cured quic kly and permanently by Dr. 
Brown’s Pile Cure. Used by many physi- 
cians os practice. Price 25 cents. 
( YATARRH and the headachesit brings relieved, 
— Stew grey d cured. Hay fever and asth: 
ma ee by Dr. Brown’s Cure. Price 25c. 
> ALD HEADS and gray, faded hair cured. 











Month's trial 25c. All by mail. Address 
BROW N MED. CO., DEP’T Y, Youngstown, Ohio. 
> — 
FOR SALE. 


& BUYS 4 lines, ,000 proven. WOMAN’S 


50. 

WORKK, Athens, Ga. 

OR SALE—Ten R‘I°P*A’N'S for 5 centsat drug- 

gists’. One gives relief. 

] AILY er, job office, New England city of 

25,000, for $4,000. “B.S. E.,” Printers’ Ink. 

INUTYPE for sale. Nearly new ; two maga- 

4 zines; three molds. Terms right. P.O. Box 
32, Station D, New York. 


yok. SALE— One Economy bap gre pee 
Never used cooert to give . & $200 
buys it f. o. b. Albany, N. Y., Box 


WILL buy patent 587,951, foot-power 
8 1 (0 attachment for job printing presses. 
A big bargain. avestiqess this quick.  ¥ 
FODREA, Grand Island, 


I 7 OR SALE—A well established daily and week- 
ly Republican newspaper, the leading paper 
ina strong Republican city and county, loc: ated 
in county seat town of 10,060 population ; will 
sold cheap for cash, or will accept $5,000, and 
balance on —_, ay ments. Proprietors have 
other interests. Address “8. 8. 8.,”” Printers’ Ink. 

















AD PERTIS EMENT CONSTRUCTORS. 
J ONES. 
e 


1 pIXEY, 150 Nassau St. 
fom. 101 World Bldg., N. Y. 


M ILLAM & SHAUGHNESSY, Aaronson, 623 & 
624 Temple Court, New York. Write 


DS and booklets: plain and plausible. JED 
SCARBORO, Morton St., Brooklyn, N.Y. 


STREET car cards shown every month ; 10c. a 
copy; $layear. AD BOOK, San Francisco. 


ON’T sow poor seed in Gearty bought ground. 
The best ads reap the biggest harvests. 
MARSH, Box 943, § Springfield, Mass. 


‘HE only writer of exclusively medical and 
drug advertising. Advice or samples free. 
ULYSSES G, MANNING, South Bend, Ind. 


GEND your name on & small postal for a copy 
of my large postal. WM. JOHNSTON, Man- 
ager Printers’ Ink Press, 10 Spruce St., N. Y. City. 











WOLSTAN DIXEY, 
WwW riting. Illustrating, sees, ‘Plans and 
dvice for Advert . 

My free booklet, “ Fone ny will give 
you a good idea of my style and 
methods of work. Send for it. 

150 Nassan Street, 

New York. 


Derr worry over the catalogue. 
Use our brains veel i your own. 
See our booklet. “* Cata! 
H. WILSON HOYT, ei ‘im St., New York. 


OHNSTON attends to the whole business— 
¢) writing, designing and printing. I believel 
can get up an advertise ment or boo! let, or circu- 
lar as well calculated to sell goods as person 
in the business. I have better fac’ ilities ¢ an —_ 
other man in the land for turning out the 
ished job. It is all done under my Hewintne 
supervision. I am always on deck myself. No 
matter what you may want, write me about it. 
Send your name on a smali postal fer a copy of 
my large postal WM. JOHNSTON, enters 
Printers’ Ink Press, 10 Spruce S8t., N. ¥. Cit. 


Ts profitable placing of advertising consists 
first in preparing good copy. Copy that 
says what ought to be said in a convincing way. 
Second in setting the matter in such type as w ili 
catch the eye and embellishing the same witha 
icture if one can be determined on that will tell 
its story atacasual glance. ‘hird, in the selec- 
tion of papers that reach the largest number of 
the right sortof people and sell advertising space 
atareasonable rate—not low priced papers ; but 
those that are at the same time high priced and 
cheap on account of the great service they can 
render. To secure these points —— advertiser 
who employs usis our practice d pre fession. 
Address THE GEO. P. ROWELL “ADV ERTISING 
CO., No. 10 Spruce St.. New York. 
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OO SEE my special advertisement on 00 
OO page 16, this issue. 00 
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00 CHAS, F. JONES, oOo 
OO Writer and Illustrator of Advertising. oo 
0o Fraction’ Advice on Business Subjects. OO 
00 Gutte 101 bat gg | x © ae € 

oo New York, U.S. A. 90 
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G GOULD. 
7 DRUG. 
MEDICAL. 

The effectiveness of a book or circular depends 
upon the way in which the subject matter is 
written. You see booklets every d+ y—exquisite 
works of art as well as_ wretched botches of 
printing—that do not sell many goods because 
not skillfully written. They are too long, too 
short, hodge-podged together, too namby write 
too fantastic and what not. My aim is to write 
a book et so strong that it will sell goods in 
plainest kind of a dress; then add intelligent 
a, skill, and it becomes a sate investment. 

mples of my writing, with copy of my new 52- 
page book, “ Evidence,” free on poque st. Let me 
write your advertising. M. P. GOULD, New Ha- 
ven, Conn. eee ° 

IR 


GOULD. 
O ORIGINALITY. 
N TY 


Originality is as -distingulshing feature of the 
up-to-date ad min’s work, as it is of our type. 
The ad man can not afford to endanger his hard- 
earned prestige by a to the yoke of 
mediocrity = type-design. vertisers y for 
originality- aS A Ty value, and is the 

progressive ad man’s prime char acteristic. Ads 

ooklets and jobs set in type of our make will 
increase your patronage and maintain the good- 
will of your customers. Where can you find 
satisfactory substitutes for the following : 
Schoeffer Old Style Jenson Cushing 


The DeVinnes 


Old 
Touraine Old Style Tavs TMOTe The Ronaldsons 
Bradley ae Que nte’ 
AMERICAN sree = FoUNpeRs COMPANY. 

Boston : 270 Cong York: Rose 
and Duane Sts; Ph 
som St.; Baseiencre : Frederick ‘& Water Sts. ; 
Buffalo: 45 N. Division St. ; Pittsburg : 323 Third 
Ave. ; Cleveland : St Clair and Onta' o Sts. Cin- 
ype lt be Longwerth St. ; ic 
Monroe ; St. Louis : Fourth and Elm Sts. ; Min- 
aaeaiee’ 24-26 First St.. south ; Kansas City : 633 
Delaware St. ; Denver : i616 Blake St.; Portland, 
Ore.: Second and Stark Sts. :San Francisco : 405 
Sansome S8t.; Spokane : 10 Monroe 8t.; Toronto : 
Toronto Type Foundry Co., Ltd., 44 Bay St. ; At- 
saat ta : Dodson Printers’ Supply Co. Ss So. Forsyth 

Dallas: The Scarff and O’Connor Co., 256 
Cocnmmapes St. 


Satanick Jenson 
Style 
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Q «There's one thing I like about my 


t ° >” ° 
@ car signs on the Brooktyn ‘L,’” said 


a prominent advertiser toa man who 
was discussing the subject of car ad- 
vertising with him. “I get a display 
there that simply can’t be beat. It’s 
16 inches high and 4 feet long.” 
“Four feet long?” replied the man he 
was arguing with, “I never heard of 
a car sign four feet long,’ and he 
looked as though he didn't quite be- 
lieve it. “Yes, four feet long; you 
see, it's a double space, single spaces 
are 16x24. I believe in double 
spaces; you get a fine size and a big 
display, chance to tell something and 
show your goods. ‘That size space 
makes a corking good sign.” “I should 
think it would,” said the other man; 
«what's the regular size of a car card?” 
“11x21 inches; a double would be 


If you want to learn more about 


GEO. KISSAM & CO., 
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11X42, so you see the Brooktyn ‘ L’ 
beats them all in liberality to adver- 
tisers.” “Pretty good representation 
of advertisers, too, isn’t there?” 

«Best in the country, and the de- 
signs for the cards are up to date and 
past it, I think. Seen the new Ripans 
sign of a woman's head?” he asked. 
“Yes, that’s a good sign, a dandy; it’s 
what I call mighty clever advertising. 
That Gibbs & Williams double card, 

‘Two heads are better than one,’ is 
another awfully strong card. Its a 
new scheme and a good one. I can 
not help noticing it.” 

“Does the advertising pay you?” 
asked his friend. «Pay me? Well! 
I guess yes; what do you suppose I 
continue in it year after year for if it 
doesn't pay? I’m not paying Kissam 
for fun. You bet it pays. 





Brooklyn ‘**L”’ Advertising, 1 write to 


253 BROADWAY, N.Y. 
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ALL RECORDS BROKEN. 


A well known Minneapolitan has just returned from a 
year’s visit to the Klondike country, and after visiting all 
camps estimated the total output for 1898 at about 
$7,000,000. ‘The Commercial Editor of ‘THE MINNEAPOLIS 
JouRNAL has also returned from an extensive trip over the 
States of Minnesota and North and South Dakota and the 
following is his estimate of the ’98 crops in that territory, 
and it is reliable, as he has never failed in his estimates, 
which have extended over a series of years. ~ 


Wheat, 200,000,000 bushels at only 60c., $120,000,000 


Corn, 75,000,000 “ “  —20C., 15,000,000 
Oats, 100,000,000 * ne 12,000,000 
Flax, Barley, Hay, Potatoes,........... 25,000,000 
Cattle, Horses, Hogs, Sheep, Etc........ 10,000,000 

SY SN bs cbiicenecnden evades $182,000,000 


Estimated product of Manufacturers in 
Minneapolis for 1898............. $125,000,000 


Already the turning of this great item of farm production 
into money has commenced. The elevator companies are 
receiving new wheat, paying the farmer spot cash on 
delivery. The producer takes his wheat to the home 
station and takes home with him an equivalent in cash. 
There are no long delays in realizing on the product, such 
as characterize the consignment methods still found in old 
Eastern communities. 

THE JOURNAL is pleased to call attention to these 
general facts because of their importance. They stand as 
a practical guarantee to the business men of this community 
that a year of prosperity is to be enjoyed. 


THE ABOVE 
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IS ONIY ON 


THE MINNEAPO 


HAS THE LARGEST BONA FIDE CIRULA 


R. A. CRAIC, 
In Charge of Foreign Advertising. 
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THE NORTHWEST 


wih produces this immense crop must necessarily take the daily 
pat which has the best Commercial Page, and ‘THE MINNEAPOLIS 
Joxvat has the credit of not only publishing the best and most re- 
lige Commercial Page, but the best Telegraphic, Special, Local, 
Sprting, News, etc., of the Northwest. All markets close in time to 
beublished in THE JouRNAL of that day, and accordingly reach the 
reders twelve to twenty-four hours in advance of the morning papers. 
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btice what C. A. PILLSBURY, 
k@yn the world over as the Great 
Fer King, says of The Journal: 

MINNZAPOLIS, June 15, 1897. 
Pidsters THE JOURNAL: 

@remen—\\ithout reflecting upon the 
abib of the other market correspondents in 
Mimapolis, | wish to say that I consider Mr. 
H.? Jones at the head of them all, and that 
thearket page of THE MINNEAPOLIS JOURNAL, 
takeasa whole, year in and year out, zs the dest 
of apublished by any paper in the twin cities. 


The following from FRANK H. 
PEAVEY, proprietor of the largest 
system of elevators in the West: 


MINNEAPOLIS, June 22, 1897. 
Mr. Lucian Swift, 
Manager THE JOURNAL: 

Dear Sir—Your market reports are very com- 
mendable, accurate and correct. I think they 
are unegualed by any paper in the Northwest. 
I take great pleasure in reading them because I 
have found Mr. Jones, commercial editor of 


THE JOURNAL, very correct and careful in- all 
his statements, with no tendency whatever 
toward sensationalism. 
Very truly, 
FRANK H,. PEAVEY. 


In ging this, 1 do not wish to be understood 
as mecting upon the ability shown by the mar- 
keterespondents in the market pages in some 
of thother journals in the two cities. Yours 


respifully, , _C. A. PILLSBURY. 








Every ‘one has heard of Washburn Crosby Co.: 


Luem Swift, Esg., Manager THe Journat, City: JuLy 22, 1897. 

Dur Sik—We wish to acknowledge by a voluntary testimonial the work of THE JouRNAL in its 
daik presentation of a strong, clean-cut market page. We consider THE JourNAL market reports 
reliale and the best in the Northwest. They are presented in good form and show careful work at all 
tim’. Your daily price diagrams, representing the market for the day, are a feature that no pro- 
duce of wheat in the Northwest should be without. Very truly yours, 

WASHBURN CROSBY CO. 


5 ONIY ONE REASON WHY 


MLIS JOURNAL 


» CIRULATION IN THE NORTHWEST, 





41 Times Building, New York. 
87 Washington Street, Chicago. 
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A JOURNAL FOR ADVERTISERS. 

(= Issued every Wednesday. ‘Ten centsa copy. 
Subscription price, five dollars a year, in advance. 
Six dollars a bundred. No back numbers. 

tm For ten dollars, paid in advance, a receipt 
will be given, covering a paid subse ription from 
date to (January ist, 1901) the end of the century. 

te Being printed ‘trom plates, it is always pos- 
sible to issue a new edition of five hundred cop 
ies for $30, or alarger number at the same rate. 

(3 Publishers desiring to subscribe for PRINT 
FRS’ INK for the benefit of advg. patrons may, on 
application, obtain special confidential terms. 

tw If any person who has not paid for it iy re- 
ceiving PRINTERS’ INK it is because some one has 
subscribed in his name. Every 9 r is stopped 
at the expiration of the time paid for. 

ADVERTISING RATES : 

Classified advertisements 25 cents a line: six 
words to the line ; pearl measure ; display 50 cents 
a line; 15 lines to the inch. $100a page. Special 
position twenty-five per cent add.tional, if grant 
ed, disesunt, five per cent for cash with order. 

Oscar Hrrzperc, Managing Editor. 

Peter Doucan, Manag: r of Advertising and 

Sub cription Department. 


New York Orrices: No. 10 Spruce STFEET. 
Lonpon AGENT, F. W. Sears, 50-52 Ludgate 
ill, E..C. 

NEW YORK, SEPT. 21, 1898. 

Vores for the best advertising are 
still coming in. We should like to 
know your preferences. Use blank on 
page 36. 

A MAN must possess the qualities 
that make a successful business man 
before he can become a successful 
advertiser. 














“From Maine to Manila” is the 
new way in which advertisers will now 
have to tell the appreciation in which 
their products are held. 





Ir sounds like hyperbole to say so, 
but it is nevertheless true that the 
September issue of Fame doesn’t con- 
tain an article oritem that is not read- 
able and interesting. 


THE front cover of Zruth (N. Y.) 
for September 14th consists of a pict- 
ure in colors of a girl holding a cam- 
era. It resembles one of 7ruth’s or- 
dinary covers, until you look below 
the picture and find a line reading, 
“ That’s so. There is no kodak but the 
Eastman Kodak,” indicating that the 
whole front cover is an advertisement. 
PRINTERS’ INK K being curious to know 
how much the advertiser paid for such 
a privilege, applied to Mr. H. C. Brown, 
the manager of 7ruth, who stated the 
price to be $1,000 per issue, but inti- 
mated that the space is not available 
for all kinds of “copy,” no design 
which would interfere with the other- 
wise artistic appearance of the paper 
being admitted. 


Is there so much “ spoiling ” or “ des- 
ecration” of scenery by advertisers 
in America? The writer of this para- 
graph has traveled miles upon miles 
in rural districts in Greater New York 
during the summer just past, and it 
struck him that, however great an 
evil rural billboard advertisements may 
bein other portions of the country, orin 
other countries, in the Metropolitan 
district the use of them did not appear 
to have assumed undue proportions. 
Will some one enlighten him as to 
the condition of other sections ? 





IN PRINTERS’ INK, of August 31 
last, appeared an edit6érial reading as 
follows: 

A man must be a successful business man 
before he can become a successful advertiser. 

This editorial has evoked a number 
of letters from the Little Schoolmas 
ter’s discerning readers, some of whom 
assert that the statements in it have 
caused them brain-racking thought. 
One correspondent suggests that what 
evidently it was intended to say was 
that “a man must become a success- 
ful advertiser before he can become a 
successful business man.” Another 
varies his question by asking how a 
man can become a successful business 
man if he doesn’t first become a suc- 
cessful advertiser. Perhaps the edi- 
torial would be made plainer by mak- 
ing it read as follows: 

A man must possess the qualities ~~ make 
a successful business man before he can _ be- 
come a successful advertiser. 





IN answer to the invitation con- 
tained in PRINTERS’ INK of July 27th, 
asking readers of PRINTERS’ INK to ex- 
press their opinion as to which firm 
does the best advertising, or to name 
the article best advertised to-day, 
quite a number of preferences have 
been received. Below is given a list 
of those considered best of all by the 
Little Schoolmaster’s discriminating 
readers; also the number of votes 
each of them has received: 















BEST. 

3attle Axe Plug. iabas sieeweusdeus 3 
ey sees 3 
Ivory Soap......... : -. 
John Wanamaker...... - Io 
Ladies’ Home Journal..... nee 
Lydia Pinkham.............0+- » s 
Nebraska Clothing Co............ 2 
de. ne 3 
Prudential Insurance Co. 2 
Ripans Tabules......... 17 
Rogers, Peet & Co .. : 
Raves Baking Powder ne 

| ELLE TFS oe 
Vin Mariani 4 
Wine of Cardin.. o<essesous & 
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SHOP MOTTOES. 


Mr. Oscar E,. BINNER, the well- 
known photo-engraver of Chicago, aft- 
er reading a recent copy of PRINTERS’ 
INK left it on his brother’s desk with 
a note pinned to it reading : 

Watrter—If you’d read this every week 
and study it, you’ll wear diamonds. 


A KNOXVILLE (Tenn.) correspond- 
ent asks the Little Schoolmaster to 
“raise its voice in proper defense of 
art,” so that the pictures in the maga- 
zines of women wearing combination 
under-garments shall be excluded here- 
after forever. The Little Schoolmas- 
ter, however, declines to initiate such 
a crusade, for it thinks such illustra- 
tions attractive and convincing, and 
not at all derogatory to the dignity 
of the gentler sex. The man who 
is offended by them is of the same ilk 
as the one who would drape the fig- 
ures in a pubiic museum, simply be- 
cause their nudeness arouses unholy 
suggestions in his own prurient mind. 


<o- 
LISTS OF NEWSDEALERS. 
Office of ) 
Oscar Onken & Co., { 
Moldings, Picture Frames. { 
CincinnaTI, O., Sept. 14, 1898. J 
Editor of PRintTERS’ INK: 

Will you kindly advise us by return mail if 
there is a directory published giving the list of 
all news agents, and if so, where this list can 
be procured ? 

We inclose you herewith stamped envelope 
for an early reply. Very respectfully, 

Oscar ONKEN & Co. 

There is na directory of news agents 
published, and a list of them can be 
secured only from concerns making a 
specialty of compiling addresses. Of 
these concerns the Trow Company, 
corner Eighth street and University 
Place, New York, Boyd’s City Dis- 
patch, 16 Beekman street, New York, 
and the Rapid Addressing Company, 
314 Broadway, New York, indicate 
their willingness to prepare such a list. 
The Trow people believe that names 
of about 3,400 exclusive newsdealers 
can be secured, and offer to secure 
them at $3.50 per thousand; the Boyd 
firm has a list of 6,546 exclusive news- 
dealers, obtainable at $3 per thousand, 
including addressing; the Rapid Ad- 
dressing concern has no list on hand, 
but is prepared to furnish one at the 
same rate. All of the firms mentioned 
have lists of newsdealers and station- 
ers “lumped.” Most newsdealers are 
stationers or booksellers at the same 
time, so that a list of people who are 
exclusively newsdealers needs special 
compilation. 


—To suit you suits us. 

—One bargain begets another. 

—All our time is at your service. 

—lIf you are in doubt, don’t buy 

—Doing right is our best capital. 

— When in doubt don’t buy—wait. 

—Don’t decide until you are ready. 

—The clerks here are your servants. 

—To please you is to profit by you. 

—We seek any customer’s sugges- 
tion. 

—Good goods do their own drum- 
ming. 

—We can’t afford to sell at high 
prices. 

—It will be our fault if you do not 
return. 

—A full stock makes the store at- 
tractive. 

—We shall be here a good many to- 
morrows. 

—We can not make money here if 
you don’t. 

—Not to give bargains is to lose 
customers. 

—Old or out-of-date goods go at 
your price. 

—All that you want we provide as 
you want it. 

—Low prices are here—but so are 
high values. 

—We trade so that you can tell of 
your bargains. 

—Low prices and good quality make 
us prosperous. 

—We have several prices to fit 
several values. 

—We are pleased when you go to 
other stores first. 

—To lead in every line we offer is 
our first ambition. 

—We don’t know everything, and we 
ask your criticism. 

—You can have our best advice 
when you ask for it. 

—Nothing gets customers so cer- 
tainly as fair dealing. 

—We like to make our store the 
customer’s club-house. 

—If you can’t decide to-day, you will 
find us here to-morrow. 

—If you don’t want what you see, 
we'll get what you want. 

—What the most careful customer 
demands we try to supply. 

—Come back to-morrow for what 
you have forgotten to-day. 

—To have you leave dissatisfied is 
to leave us\ more dissatisfied. 

—We buy so that we can sell, and 
sell so that we can sell again. 
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Who Do The Best Advertising ? 


If you are interested in advertising you doubtless have an opinion con- 
cerning the comparative merit of the advertising efforts of a considerable 
number of the conspicuous general advertisers of to-day. You have your 
opinion as to which uses the best, the most convincing announcements, gets 
them up in the best shape and places them with the greatest judgment. If 
you have such opinions PRINTERS’ INK desires you to write in the space 
below the names of three, four, six or more advertisers who appear to you 
to be doing excellent and effective work. 


Who is Best of All? 


After you have filled in above the names of as many advertisers as occur 
to you whose work appears to you to be specially meritorious, please look 
them over carefully and then write in the space below the name of the ONE 
you believe is duing the best work as an advertiser and tell if you can what 
it is about his advertising that has induced you to give it preference over 
all others. 


This application will be reprinted from time to time and a record of the votcs 
will be kept. By and by the conclusions or some of them will be published in these pages. 
The outcome will not be destitute of interest to advertisers generally and can not fail to be 
particularly pleasing to the advertising manager whose work the consensus of opinion 
shall declare to be the best. 


Write your name and address below and then tear out this page and mail it ina 
sealed envelope to Printers’ INK, New York. 


IF YOU WISH TO PRESERVE PRINTERS’ INK FOR FILING, WRITE A LETTER CONVEYING THE 
'NFORMATION ASKED FOR, 








Tah SRR CRS 


~ lt 





ABOUT THE WAR TAX. 
ANSWER TO INDIANA PHARMACEUTI- 

CAL ASSOCIATION BY WORLD’S DIs- 

PENSARY MEDICAL ASSOCIATION. 


BuFFALO, N. Y., Aug. 20, 1898. 
Secretary Indiana Pharmaceutical As- 
sociation, Indianapolis, Indiana: 

DEAR SIR—We have your two cir- 
culars dated August 12, 1898, contain- 
ing copies of the resolutions adopted 
by your association at a special session 
held on August roth. 

The first of these resolutions ad- 
dressed to “Manufacturers of Proprie- 
tary Remedies—furnishing their reme- 
dies—to so-called cut-rate druggists 
and department stores,” is as follows: 

“Resolved, That we request such 
manufacturers of medicines to furnish 
their products to the trade only 
through recognized wholesale drug- 
gists.” 

To this we reply, that it has been 
the steadfast pcelicy and practice of 
this house to protect the legitimate re- 
tailer in every way possible. We have 
never sold to cut-rate druggists or to 
department stores. That they obtain 
our medicines is due to practices and 
methods as entirely beyond our cog- 
nizance as they are beyond our centrol. 

We have spent many thousands of 
dollars and much painstaking labor in 
earnest endeavors to keep our prepara- 
tions out of the hands of aggressive, 
advertising utters, and we exceed- 
ingly regret to be obliged to acknowl- 
edge that while our efforts have some- 
times met with some measure of suc- 
cess in certain localities, yet in others 
the proscribed cutters manage, by 
hook or by crook, in roundabout and 
devious ways, to obtain our remedies 
in spite of all our earnest efforts to 
have thcir sale confined to legitimate 
channels only. 

In view of the general tenor of 
your circular, we can only hope that 
the attitude of the retail trade may 
not compel us to depart from a policy 
to which we have so faithfully and 
steadfastly adhered in the interest of 
the retailers for so many years. 

The preamble to the second resolu- 
tion charges the manufacturers with 
being “ Unjust and unpatriotic,” in 
that they have increased the prices of 
their medicines to cover the war tax, 
and resolves : 

“That we, the Indiana Pharmaceuti- 
cal Association, in special session 
assembled, do urgently appeal to these 
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manufacturers to reconsider their 
action in advancing prices, and ask 
them to cheerfully assume the patri- 
otic duty of paying the stamp tax, as 
it was evidently intended by Congress 
that they should do, and not place it 
upon the retailer, who is now carrying 
more than his share of the burden.” 

The assumption of this resolution, 
that Congress intended the tax on pro- 
prietary medicines to fall on the manu- 
facturer, has arrayed against it the pre- 
cedent and practice not of our nation 
alone but of the leading nations of 
the world. The charge of lac’ of pa- 
triotism is as uncalled for as it is un- 
warranted by the actual facts. Why 
should Congress single out one tax in 
especial and make its operation unique 
and distinct from that of every other 
similar tax ever levied or collected ? 

It is the intent in the collection of 
the present war tax, as it is in all simi- 
lar taxes, that the consumer should 
pay the tax, thus distributing a burden 
fairly and equitably among the public 
at large. That this is the intent of 
the law is obvious. 

(A) In the very principle which 
governs taxation. It is the intent that 
taxes shall not be levied on the actual 
necessities of daily life, but upon those 
articles which are extra to the com- 
mon, every-day need. No tax on 
bread would be thought of for an in- 
stant, because the baker does not pay 
the tax but the buyer, and the tax 
would be a hardship on millions. A 
tax on salt too would fall heaviest on 
the poor, to whom it is an essential 
commodity, and would not therefore 
be conside:ed by the modern political 
economist. In all taxation it is kept in 
view as a fundamental principle that 
the consumer pays the tax, and the 
proof of this is that the articles se- 
lected for taxation are chosen in ac- 
cordance with that principle. 

(B) That it is the intent that the 
consumer should pay the tax is mani- 
fest in the general operation of the 
revenue law. 

There is a tax on telegrams. Who 
pays it?) The man who buys the right 
to use the wires of the telegraph com- 
pany—the consumer. The same is 
true of the express companies. They 
charge the tax to the public at large. 
The people and not the railroad com- 
panies pay the tax on every railroad 
ticket purchased. When the added 
tax was placed on tobacco, the price 
of cigars and cigarettes at once went 
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up. The retailer paid more, but he 
charged the extra cost at once to the 
consumer who paid more for his cigar 
and so paid the tax. 

(C) That we are acting within the 
intent and purpose of the law is evi- 
dent, by the interpretation given to 
similar laws in this country, in Eng- 
land, and in other countries. It has 
been held that taxes should always 
fall on the consumer, on the broad 
principle that every one is a consumer 
and only a few are producers, and so 
the tax becomes a tax on the whole 
nation and not a tax upon any special 
class of persons. In all cases where 
the tax is one of long standing and 
permanence, it is necessarily reckoned 
as among the fixed charges of any 
firm doing business in the merchan- 
dise so taxed, and the amount of the 
tax is added to the price of the goods 
as a part of the original cost. 

But were it otherwise, the adding of 
the amount of the tax on proprietary 
medicines to the selling price would 
be a necessity from a purely commer- 
cial viewpoint. The selling price of 
our wares is based on the cost of the 
product, the expense of manufacture, 
the cost of the conduct of business, 
the amount of risk, and the large ex- 
pense of publishing and popularizing 
these remedies in order to create a 
sale on which the retailer shares the 
profit without sharing the risk or cost 
of the advertising. Any firm going 
into any kind of business which in- 
volved the payment of stamp tax, 
would figure that tax as part of the 
cost of its goods, and base its price to 
the trade accordingly. It would be a 
necessity to do this. The man, who 
in making his price left out an ele- 
ment of cost, would soon be out of 
business. 

But if this is a necessity to a man 
just starting in business, is it not 
equally necessary to a man established 
in business? As a matter of fact it is 
and must be so, and the advance of 
our prices was not an arbitrary trans- 
action prompted by greed, but was in 
fact a real, commercial necessity. 

A tax amounting to very nearly five 
per cent on our gross sales could not 
be ignored. In fact it is more than 
our net profits have amounted to 
some years, figured on the gross busi- 
ness transacted. We have stated in 
a recent circular to the retail trade 
that we had contemplated an advance 
in the prices of our goods before the 
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war tax was proposed or anticipated. 
The price of our one dollar prepara- 
tions had for years been $7.75 per 
dozen. We had decided that it 
would be necessary to advance the 
price to $8.00 per dozen. The tax 
came and we advanced our price to 
$8.25 per dozen. In years past when 
competition was far less, when it cost 
much less than it does to-day to keep 
up an active demand for our medi- 
cines upon the retail druggist through 
liberal expenditures in advertising, 
when substitution, which is so exten- 
sively practiced to-day, was scarcely 
thought of—the former price of $7.75 
paid us far greater ze¢ profit than we 
are now able to realize out of our ad- 
vanced price of $8.25. This is due to 
the unfavorable trade conditions pre- 
vailing, and for which we do not feel 
that we should be held responsible. 
The retail druggist is not the only one 
whose former profits have had to give 
way to the new trade conditions. 
Manufacturers are sufferers as well, as 
we have already pointed out. 

If the new conditions have come to 
stay, as many believe, then it seems to 
us that both manufacturers and deal- 
ers must adapt themselves to the new 
order of things, submit gracefully to 
some reduction in their former profits, 
and try and bear their misfortune 
with becoming equanimity. 

Even at our advanced price of 
$8.25 per dozen, supposing the freight 
should cost the retailer on an average 
twenty-five cents a dozen, making the 
total cost to him $8.50 per dozen, in 
sections where our one dollar prepara- 
tions sell at the full price, the dealer 
still makes a net profit of a little bet- 
ter than 4o per cent. This, while not 
fully up to what we would be pleased 
to see druggists realizing on our prod- 
ucts, will, nevertheless, compare 
favorably with the profits enjoyed by 
merchants in other lines of trade. 
We must not lose sight of the fact 
that while there is a larger volume of 
business being transacted to-day in 
this country than ever before, yet it is 
being handled on much smaller mar- 
gins of profit than in former years. 
Both manufacturers and dealers in 
every line of trade have to submit to 
reductions of profits formerly enjoyed. 
In sections where cutting prevails 
dealers generally have been able to 
advance the seiling price on our 
goods by as much or more than the 
actual advance in cost to them; andit 
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is a curious fact that the dealers in 
those sections where cutting prevails 
are not the ones who complain of our 
moderate advance in the price of our 
goods. It comes chiefly from those 
who are and have been able to com- 
mand the full retail prices established 
by us. While we have always op- 
posed cutting of prices by every 
medns and every feasible plan in our 
power to exercise or carry out, it 
would seem an anomalous condition 
if we should suffer in the esteem of 
those who have always been able to 
get full dollar prices for our dollar 
preparations, while our action is not 
condemned or criticised by those who 
have not for years been able to realize 
full prices on our preparations. 

it must be patent to all that every 
successful proprietary medicine manu- 
facturer in fixing his prices is obliged 
to take into account the sharper com- 
petition of to-day as compared with the 
past, the greater cost per bottle of 
marketing his products owing to in- 
creased cost of advertising, and the 
disposition on the part of some deal- 
ers to substitute other articles for his, 
after he has induced the customer to 
call upon the druggist for his products. 

We have been charged with evading 
the war tax; but we pay that tax, as 
consumers, on every telegram we send, 
on every check we draw, on every ex- 
press package we send out, on every 
taxable article we purchase. We pay 
this general tax in common with all. 
Why should we be singled out for a 
special tax disproportioned in every 
way to our profits and opposed to 
the very principles of taxation ? 

When we say disproportionate to 
our profits we are aware that our state- 
ment is liable to be called into ques- 
tion. Exaggerated ideas seem to be 
quite generally entertained as to the 
profits enjoyed by the manufacturers 
of proprietary medicines. 

There is no business which demands 
a greater risk of capital in such large 
sums than the manufacturing and mar- 
keting of proprietary medicines. Sums 
of hundreds of thousands of dollars 
have been put out to establish a medi- 
cine and make a market for it, and 
when a half a million dollars had been 
spent the tide was only turning. In 
other and numerous cases it never did 
turn, and fortunes have been sunk in 
fruitless advertising. 

The great mistake lies in this : That 
the popular eye is fooused on the few 
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shining examples of success, where 
courage, thrift, forethought and good 
judgment, coupled with an article or 
articles of superior merit, have at last 
won a stable commercial footing. 

How many such firms are there? 
You can count them easily. Count 
then the years that they have been en- 
gaged in business against the fact that 
the average life of a proprietary medi- 
cine is but two years, and you may be- 
gin to gain some idea of the wrecks 
that have gone down in that sea of 
risk, carrying with them more gold 
than Spain’s galleons carried in the 
days when she freighted fleets with the 
precious metals. 

We believe our friends, the retailers, 
have been misled in large part by the 
artful cries of designing persons, who 
swell up with patriotism because they 
think there is an extra dollar in it. 

The patriot for revenue only is not a 
novelty. It is a fine thing to see a 
manufacturer, whose price was always 
$8.00, against our price of $7.75, strike 
an attitude, and say, “ Behold a patriot! 
I don’t put my price up! Buy my 
goods, which are just as good as any, 
and are pure red, white and blue pa- 
triot articles!” Patriotism of that kind 
has corrupted courts, sold out armies 
and ruined nations. It is a patriotism 
eternally associated with the names of 
Judas and Benedict Arnold. Having 
prostituted the national flag to his base 
purpose of forcing his nasty Sloppy, 
Syphilitic Syrup down the throats of 
the American people, the proprietor of 
that article would do well to seek the 
seclusion of the forest and spend the 
remainder of his days with that other 
self-acclaimed patriot in digging his 
“Swamp Root.” 

It is an interesting fact that the pro- 
prietors who have not found it neces- 
sary to advance prices, and a few of 
whom are so frantically waving the 
American flag to attract attention to 
their disinterested patriotism, are very 
generally those whose preparations, as 
is well known to the trade, had, either 
from the lack of intrinsic merit in the 
articles themselves, or for want of en- 
terprise and push on the part of the 
proprietors, or possibly a little of both, 
pretty well run down in sale. The hope 
of reviving their fast waning fortunes 
and prestige by a grand flourish of flags 
and posing as patriots will scarcely de- 
ceive anybody. Possibly a few im- 
pressionable dealers may be misled 
thereby and be induced to get down a 
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few old, dusty, shop-worn packages of 
their goods, long since charged up to 
profit and loss as dead stock, and en- 
deavor to “push” it off to some un- 
wary customers—and thus may seli- 
acclaimed patriotism have its reward. 

It must not be overlooked either 
that the anti-war prices of many of 
those who have not made an advance 
were higher than ours are after the ad- 
vance. Had we been accustomed to 
receive $8.25, $8.50, $8.75 or $9.00 
per dozen for our dollar preparations, 
we too could have well enough afforded 
to let well enough alone, but, unfortun- 
ately, we were not in that position. 
We have always made our prices to 
the trade as low as we could afford to. 

In conclusion, we desire to say that 
while we are not able to grant the con- 
cession in the prices of our goods that 
is asked, for reasons already stated, we 
at the same time most sincerely regret 
the discord which has come to mar our 
many years of close and pleasant rela- 
tions with the retail druggists. 

We have stood by them so long and 
so steadfastly, through fair and through 
foul, sparing neither time nor money in 
their behalf, that it touches us some- 
what closely to be made a party to 
charges which seem to us both ungen- 
erous and unjust. 

We can but hope that a calmer view 
of the questions at issue, together with 
a recollection of some of our efforts in 
the past in the retailers’ behalf, may 
restore the friendly feelings which we 
have always sought to deserve, and the 
loss of which we should so sincerely 
regret. Very respectfully yours, 

WorRLD’s DISPENSARY MEDICAL 

ASSOCIATION, 
R. V. Pierce, President. 

In addition to what he has said in 
his letter Dr. Pierce reinforces his ar- 
guments by eleven pithy paragraphs, 
as follows: 

Many druggists tell us they would rather 
handle our medicines, which are liberally ad- 
vertised all the year round, and which are in 
active demand, at 40 per cent profit, than to in- 
vest in preparations but seldom called for, but 
which afford perhaps ten, fifteen or twenty per 
cent better profit on each bottle ‘‘ worked off.” 
The nimble sixpence beats the slow shilling. 

Is it not better to invest your capital in an 
article which pays a fairly good profit of 40 per 
cent and for which there isa demand for say one 
dozen a week, at a net profit of $3.50 on the 
dozen, than to put your money into the slow 
seller of which you may, by a good deal of ef- 
fort and labcr on your part, sell perhaps 3 or 4 
bottles, and make possibly $1.50 or $2.00 for 
the week? ; 

The merits of our goods, coupled with the 
most liberal expenditures in advertising, sell 
our medicines, There is a satisfaction to the 
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druggist in handling them, because they give 
general satisfaction to his customers. Besides, 
the dealer does not have to waste valuable time 
and labor “ pushing” them. A good word 
from him occasionally helps the sale, but he 
does not need to spend his breath in long- 
winded praise or argument to convince his cus- 
tomers of their merits. 

Invest your capital in active sellers like our 
remedies, and you can sell out and re-invest 
several times a year, thereby multiplying a go 
per cent profit many times. 

The miscalled “ non-secret ”? medicines may 
imitate our medicines as nearly as the law will 
permit, in appearance—they can not imitate 
their thirty years’ record of cures. 

Our medicines sell on their record of cures. 
One customer always brings more, and this 
makes a trade of itself. The way to get and 
keep that trade is to keep our medicines. 

Our medicines cure. Every cure means a 
customer. Every cuStomer means a profit for 
the dealer who supplies the demand. 

In the long run the customer will go where 
he can get what he wants and what he asks for. 
The attempt to sell something else as a sub- 
stitute may succeed for a time, but in the long 
run it reflects upon the integrity and business 
ability of the dealers. 

To say to a customer, “‘I don’t keep Dr, 
Pierce’s medicines,’’ would be equivalent to 
saying, “‘I don’t keep up with the times.”’ 
People don’t care to trade at stores that don’t 
keep up with the times. 

Medicines universally advertised and univer- 
sally used are the surest stock a dealer can 
carry. 

Sell what the people want or the people 
won’t want what you sell, 

Where cutting does not prevail dealers make 
40 per cent profit on our moderately advanced 
prices. 

Where cutting was practiced before the ad- 
vance was made in our prices tle amount of the 
advance has generally been added to the selling 
price, and in many such cases the dealers have 
come together, and all have agreed to stop cut- 
ting, and full prices have been restored—so 
that their profits are now better than they were 
able to realize before. 


<ecaieecmmoaiiiibliicadane 
STANLEY DAY’S VIEW. 

Some excuse may be made for a publisher 
who advertises novelties or articles for the ex- 
press purpose of increasing his subscription 
Fist by the offer of premiums. But the pub- 
lisher who advertises directly or indirectly in 
his own publication, entering into direct com- 
petition with his advertising patrons who pay 
all the space is worth, is neither Aonest or 
right, and, in my judgment, he is violating 
post-office regulations by the publication of a 
paper, ostensibly for advertising purposes, and 
if the post-office officials would pay a little 
more attention to this mattera good many so- 
called papers would be classed as circulars and 
pay the same rate as the Advertisers’ Guide, 
which does not claim second-class rates or at- 
tempt to sail under false colors.—A dvertisers’ 
Guide, New Market, N. J. 
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TRULY REMARKABLE. 

I have stood on a street corner for nearly an 
hour just to see how many would receive and 
put into their pockets a copy of a “ Sunday 
magazine ” which was being given away by a 
New York paper. At the end of an hour I 
walked a few blocks up and down the street, 
being curious to see how many copies could be 
found, and the number that were strewn on the 
sidewalks to be trampled under foot, and others 
thrown into boxes on the corners used by the 
public for waste paper was truly remarkable.— 
Profitable Advertising. 
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In Hot August 


In spite of the torrid weather of the month 
just closed, to say nothing of conditions 
unsettled by the war, the advertising 
printed in The Mail and Express in 
August, 1898, showed an increase of 
about 20,000 agate lines over the same 
month of 1897. The other high-class 
papers lost 15,190 agate lines between 
them during the same period. 

During the first eight months of 1898 The 
Mail and Ex- 6 
press printed I 971057 2 
agate lines of paid advertising. This isa 
gain of 169,092 agate lines when com- 
pared with the same peziod in 1897, an 
increase of nearly 41 per cent. The 
Mail and Express carries more ad- 
vertising than any other evening paper 
published in New York. 

The next paper on the list printed 279,846 


agate lines of advertising less than The 
Mail and Express during the same 
months and lost 127,008 agate lines, or 
about 8 per cent of its entire advertising 


patronage. 

During the eight months ended June 30, 1898, 
the net paid average daily circulation of 
The Mail and Express increased more 
than 93 per cent, 

The circulation of The Mail and Express is 
greater than that of the other high-class 
evening papers of this city combined. 


«« Every Reader is a Buyer.” 
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IN MAIL-ORDER ADVERTISING. 
Did you ever stop to consider that a pa r 

that advertises freely has fresher names an 

a better puller than the hide- bound, non- ve 

tising publication — e's Hustler, 


TES, it ‘DOES. 

There is more money to be made by humor- 
ing people than by instructing them. This 
don’t apply in the advertising business.— 
Boyce’s Hustler. 


ARRANGED BY STATES. 
Advertisements under this head 50 cents a line. 
Must be handed in one week in advance. 


CONNECTICUT. 


.7 O dead pages to bury your advertisement in 
sn if you use TH E DAY, New London. 


GEORGIA. > 


WOUTHERN FARMER, Athens, Ga. Leading 
N Southern agric’ ultural publication. Thrifty 

ple read it ; 22,000 monthly. Covers South 
ond Southwest. Advertising rates very low. 


SOUTH CAROLINA. 

rp Be: COLUMBIA REGISTER—daily and weekly 

—is the only daily paper in south Carolina 

giving a sworn and detailed cire ulation state 

ment. (See Ayer’s Directory). It is the best 

family newspaper published in the State. That’s 
why it pays to advertise in THE REGISTER. — 


TENNESSEE. 


( R: “shear E’S FARM AND TRADE,Chattanooga 

Tenn., goes into over 17,000 of the best coun. 
try homes in the richest section of the South. 
If you want to reach the best buyers, try an ad- 
vertisement in the best farmers’ paper in the 
South. Itis read from cover to cover. Sample 
copy and advertising rates upon application. 
W. R. CRABTREE, publisher, 


WISCONSIN. 


‘[‘HE WISCONSIN AGRICULTURIST, Racine, 

Wis., isthe only English general farm paper 
printed inthe State. Reaches more prosperous 
Wisconsin farmers than all others. 


























Displayed Advertisements. 


50 cents a line; $100 a page ; 25 per cent 
extia for specified position—t/ granted. 
Must be handed in one week ii in advance. 


CUBA 


ADVERTISE 


IN THE 
LEADING HAVANA NEWSPAPERS 
IF YOU WISH RESULTS! 


GEORGE EUGENE BRYSON 
PROMOTER AND ADVERTISING AGENT, 
(HOTEL PASAJE,) HAVANA, 


Can vbtain for you lowest rates from La 
Lucha, El_Diaria de la Marina, Ia Disncus- 
. El Pata and other dailies circulating 
y Caromapest the city and 1n the provinces 

Vinar del Rio, Matanzas, conte. - laura, 
Pue rto SF. and Santiago de (1 

No —— to patrons for translations ‘from 
English, Correspondence solicited 

tar Ref ferences : senenes Bradley T. John- 
ston, yt oT Hon, 
Electric Co., N.'Y.; *, G. 





. Clarke, General 
W. Allen, Pres’t 


First Nat’] Bank of Key West, Fla. ; Zaldo & Co., 
bankers, Havana. 
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WANTED.--Case of bad health that 
RT'P’A'N'S will not benefit. Send 5 cents 
to Ripans Chemical Co., New York, for 10 
samples and 1,000 testimonials. 


THE EVENING CALL 


LAFAYETTE, INDIANA, 
is the best daily newspaper in America for the 
size of the town. Itis typographically handsome, 
accurate and reliable. Member Associated Press. 
It has more home adv ertising and foreign adver 
tising than any other evening payer initsfield. It 
brings results, It is read by all classes. 








The Great Lakes Territory 


is covered fully by 


The 


Detroit Suns 


Drop us a postal 


for rates. 


Detroit Suns, Detroit, Mich. 











| The Bicycle Trade and “ai 
WEST OF THE RIVER, 


IS ONLY REACHED THROUGH 





THE CYCLING WEST 


Let us help you get agents where 
you have none, and help the agents 
you have, by advertising vour goods 
before the riders in their vicinity. 


WE HELP BOTH. 


NO OTHER CYCLE PAPER REACHES 
OUR FIELD. 


WE ARE ALONE. 








Write us for special inducements. 


The Cycling West Publishing Co. 


BOX 133. DENVER, COL. 
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THE 


Arizona Republican. 


A MODERN NEWSPAPER. 


HAS NO RIVAL IN THE GREAT SOUTHWEST. 


It is printed every day in the year 
at Phoenix, the liveliest town of its 
class in the United States. 


For particulars see 
H.D. LACOSTE, 
38 PARK ROW, NEW YORK. 





Write for rates. 


Compared with other BAPTIST WEEKLIES pub- 
lished in Missouri and Kansas. 

Only one has 16 pages. 

Only one costs $2 a year. 

Only one is published in St. Louis. 

This one has a larger circulation than all others 
combined. 

This one is 27 years older than any other one. 

This one has more space given to reading matter 
each week than any other. 

This one has more space given to advertising 
than any other two. 

The best advertisers know this and use its 
columns. 

The best element of the denomination reads it. 

It is classed among the best in the land. 
That paper is 


THE CENTRAL BAPTIST 


Guaranteed circulation average weekly 9,618. 
ARMSTRONG & rare , Publishers, 
316 N. 8th St., St. Louis. 





















||| To get RESULTS, advertise in | 


The Nickell Magazine 


The only 5c. magazine in the world. 
fi GUARANTEES CIRCULATION. 


NICKELL MAGAZINE, 4 Alden Court, Seton, Sass. 



































The, Bangor, Maine, 


(eekly 
F 
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armer and 


Is the most successful Weekly paper ever published in 
the State of Maine. 


It has circulation enough in more than 250 towns 
in Central and Eastern Maine to create a good 
demand for almost any article advertised in it. 
Its paid circulation of 25,000 ccpies weekly is con- 
fined wholly among a prosperous and intelligent 
class of farmers and is guaranteed by the Adver- 
tisers’ Guarantee Co. of Chicago. 

J. P. BASS & CO., 


PERRY LUKENS, Jr., - 
29 Tribune Building, New York. 


COSCO OOEEOOEE 
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BANGor, Me. 


New York Representative, 


GOCOCO 
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[The Daily | The ‘The Daily | 


IN ALL 
AMERICA : Republican 
Phoenixville, Penn. 


there are only seven semi-monthly papers 
having as large a guaranteed circula- 
tion as Farm-Poultry. In all the 
Northeastern States, New York, New 
Jersey, Ponneyivania and the six New 
sagent States, it has the highest rat- 
ngo' f any paper devoted to live stock; 
in ew England it equals the combined 
circulation of all such. oultry 
raising industry is now . ie ding re- 


< 
turnslarger than any other farm product. 
<« 


The only daily newspaper in 
a town of ten thousand and in 
a community (within a radius 
of ten miles) of fifty thousand. 
U.S. Department of Agriculture 
reports say ‘that this commu- 
nity is the richest in the United 
States. 

For guaranteed circulation rat- 
ing and description, see Ameri- 
can Newspaper Directory. 


The Daily 
I. S. JOHNSON & CO., {3 Republican 


22 Custom House St., Boston, Mass. ; Phoenixville, Penn. 
RAAAAAAAAAAAAAAAAAAADAAAAAAAAAAAAALA AAAS 


Statistics prove this statement. Farme 
Poultry hasalarger circulation,a great- 
er influence, and more well-to-do readers 
— this class than any other poultry 
paperin all ghe world. Itssubscribers 
are heads of families, mostly women. 
Every subscription is paid in advance. 
Therefore advertisers in 


VUVVYYY YY 


vvvvvYYY 


FARM-POULTRY 


get results. It will pay any advertiser 
who wishes to reach families who have 
> money to spend. Sample co opy and rate 
card will be sent on application to 



















Far Seeing 
People 


Are the most successful. Their perception of 
opportunities where others see nothing is the 
secret of their success. Shrewd observers 
find me a splendid opportunity for improving 
their advertising matter. Those who have 
tried me ought toknow. That they are still 
trying me proves that tiey do know. If you 
should try me you will know, too. 


| attend to the whole business. 


I get up advertisements, booklets, circulars and catalogues. 

I write, design and print. I turn out the whole job complete. No 

other printer has such complete facilities for turning out the com- 

= jobaslIhave. If 1 happen to run across anything that I don’t 

now all about, I know where to put my hand on the fellow 
that does. Can I beof service to you? Address 


WM. JOHNSTON, 
Manager Printers’ Ink Press, 10 Spruce St., N. Y. City. 


A 
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[ew England’s Family Paper 


Che Portland 
Cranscript 


Between July 1, 1897, and 
July 1, 1898, the circulation of the 
TRANSCRIPT in its home city in- 


_ og 
3 4 per cent 


* average circulation of the 
pap’r for the year ending July 1, 


eS 22,142 


The Tr ANSCRIPT wasnever strong r 






















































or more on ular than it is to-day. 
It is read ‘e erywhere in Maine and 
almost eve are where in Ne Hamp- 





hire and Eastern Massachusetts. 

o advertiser can cover these States 
thor rou.hly without using its col- 
amns. Why not write tor rates? 


Cranscript Zo, PORTAN?» 
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_CHICAGO. Baa 
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IT’S THE CIRCULATION 
THAT COUNTS! 


That accounts for the success and value of 


Che Croy ==" 
Northern Budget § 


As an advertising medium and up-to-date 
newspaper and family journal. 


“A Budget Ad Pays” 


C. L. MacArthur & Son, Publishers, 16 Third St., a New York. 
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issouri 
¥ Gold Mine 


yyssove: is he most 
wonderful wealth pro- 
uN State in the Union. 
Her 3,000,000 of inhabitants 
have amassed $3,000,000,C00 
worth of property. Hercash 
yieldingresourcesinc:udecthe 
annual production of 200,000,- 
000 bushels of corn ; 15,000,000 
bushels of wheat ; $20,000,000 
worth of frait ; 30,000 bales of 
cotton ; $40,030,000 worth of 
swine products; $15,000,000 
worth of poultry products 
and many millions worth of 
cattle, sheep, horses, mules, 
hay, oats, flax, tobacco and 
countless other farm prod- 
ucts. Her annual lead and 
zine product is worth $6,000,- 
000; $3,000,000 worth of coal 
is mined yearly, and she has 
mountains of iron; inex- 
haustible quarries of granite, 
marble onyx and other build- 
ing stone. 

With such varied and rich 
resources at command it is 
no wonder that Missourians 
are prosperous and have 
money with which to buy 
what others have to sell. 


t coe? 


The lead to this mine of wealih 
is through the columns of 


Colman’s 


Rural ST. LOUIS, 
World =‘. 


FOR MORE THAN 50 YEARS ASSO- 
CIATED WITH AND INSTRU- 
MENTAL IN BUILDING UP MiIS- 
SOURI AGRICULTURE. 


= 


SRA 
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One Trial Brings Results 


ACCEPT THE VER- 
DICT of the Hartford 


merchants_it is this: that 


00008 The eee. 


Hartford Times 


is the one Connecticut 
advertising medium that 
can not be passed; that 
The Times alone isworth 
more than all other Hart- 
ford papers combined. 
CIRCULATION. 
Daily, - - - 15,000 
Semi-Weekly, 7,700 


Address The Times, Hartford, Ct. 

























PROGRESSIVE 
BUSINESS MEN 
Advertise in THE ARGUS 














Shall we 
tell you 
why ? 





IE SAID TEU IRN TPR EEE TOSSA 
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THE ARGUS COMPANY, Albany, N. Y. 
James C. Farrell, Manager 
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To Ge Get Custenet's ~ae 


Advertise in their favorite family paper, 


THE EVENING JOURNAL 


of Jersey City, N. J. 


Average Circulation in 1897, - 14,756 
Actual a Circulation for Nov., Dec. and pg 15,407 — 




















The Sportsman’s Vade Mecum. 


Spr Is to. day the most popular 
of Western magazines. 

Founded twelve years ago 

Fie by CLAUDE KING, a prac- 

tical sportsman of some 

literary ability, it has a hold 

on the respect and liking of a powerful clientage that the wise adver- 
tiser will appreciate. If not acquainted with Sports AFiELp, oblige us by sending 


in your name and address. Its features in the way of literary and informatory 


articles are unique. SPORTS AFIELD PUB. CO., 358 Dearborn St., Chicago. 














onkey's Home Journal 


* 4 . 5 ss . 
is'a profitable medium for advertising articles that are 
used in the homes and interest women, 


Over 400,000 


members of the American Musical Association, also oper- 
ated by the W. B. Conkey Company, is its field, These peo- 
ple live chiefly in the smaller towns end cities, own pianos 
and organs and can buy more than the necessaries of life. 

No publication has a larger percentage of its readers 
among the moderately well-to ‘do tomilies that advertisers 
desire to interest. 

The*October issue will be 85,000 copies. Subscription 
list is growing about 5,000 per month. 

Advertisers can place a yearly order at the 35 cent 
rate, with the privilege of stopping any time at a pro rata 
price if returns are not satisfac tory. 

Sample copy and proofs of ‘“‘ paying” claims sent on 
request, 


W. B. CONKEY COMPANY, CHICACO, ILL. 








’ The Biggest 











LN sometimes—-but we want a 
AN truthful, hustling representa- 


UN tive in every manufacturing 
city who can get advertising. 

vin We want him to investigate 
WN thoroughly before he begins 
A work—then he can know what 


A\N he talks about. 





#. Are you the man? 





A Then write to M., 


A NEW IDEA PUBLISHING CO., 
A 636 & 638 Broadway, - . o New York. 
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I had the 
Courage 


“ A wise general never sacrifices his men need- 
lessly, and a wise business man never takes need- 
less risk, but in both war and business, nine times 
out of ten, it’s the man who has the courage to do 
what others will not who wins out. The story of 
old Farragut in Mobile Bay, when he said, ‘Damn 
the torpedoes,’ and sailed right over them; the 
story c Dewey, in Manila Bay, sailing over the 
Spanish mines, is repeated by every good business 
general inthe world. He sails in and wins while 
more timid—or more ‘conservative,’ as they like 
to be called— hang back and are lost.” 

—PRINTERS' INK. 


An ink salesman connected with one of the leading 
houses in this country happened to call in my office recently, 
and in the course of our conversation he remarked that I was 
the one who ruined the ink business by selling news ink at 
4 cents a pound and demanding cash with every order. 

‘He stated that his house was forced to offer it at 314 
cents a pound and give unlimited credit in order to be in the 
race for business. 

I asked him to kindly’ prove where my prices were so 
ruinously low, but before we parted he was fully convinced 
that my prices and methods of doing business were all right. 
My competitors knew that 4 cents was plenty to charge if 
they were sure of their money, but the numerous bad debts 
in the ink business had to be borne by some one—and that 
some one was not the ink-maker. 

If you are not satisfied with my goods you get your 
money refunded. Send for my price list. Address 


Printers Ink Sonson 


8 SPRUCE ST., NEW YORK 
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Many 
Advertisers 





ane increasing their appropriations 
for the coming season’s publicity. 
The outlook is good and they are 
taking time by the forelock. Some of 


have already engaged space in FARM 
News. Orders placed with us will 
put your announcements in good 
company and will enable them to 


Reach the 
Homes of 80,000 
Good Farmers 


each month—never less, sometimes 
more—during the coming trade-har- 
vest season. 








1 ae, | 
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§ The Best of Them a 
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Send orders to any reliable agency, or to 


THE GARVER PUBLISHING CO. 
SPRINGFIELD, OHIO. 
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? Leader 


in its 








AVal a ili a 
Homes 


§. H. Moore & Co., 25 City Hall Place, New York 
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THE LARGEST AND BEST 
FIVE-CENT MAGAZINE *% 


Each number is worth 
double the cost price— 
128 pages for only 5c. 


Che Ralf Hour 


Complete Stories, Poems, Serial 
Stories, Editorial Comments, Cor- 
respondents’ Department, Music 
and fine Illustrations. 
No cheap magazine gives adver- 
tisers as large return. 


Make your contracts now and 
secure the benefits of the exceed- 
ingly low rates. 

Advertising agents will quote you 
prices, or address us. ; 

Copies of the “HALF HOUR” 
on all news-stands. 


Send for Sample Copy. 


“George Munro's Sons, 


17 to 21 Vandewater St., New York. 
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How's this for GIBBS 
a combination ? WILLIAMS 
DIXEY 


We have just concluded arrangements with WOLSTAN DIXEY by 
which we are to turn over to him al] orders we receive for ADVER- 
TISEMENT WRITING. Our lithographic and printing business has 
made such extraordinary strides since we started in to suiply adver- 
tisers with that class of work, that we have been obliged to neglect 
everything else for it. Meanwhile orders have poured in for writ- 
ing until we are forced to seek relief. 

Result—an arrangement with DIXEY., the advertisement writer 
of whom Printers’ Jnk has declared editorially: ‘* He possesses ali 
the strength and virility of Powers’ style, but it is refined and its 
rough edges worn off. Dixey gets nearer to the people than any 
adwriter of the day.’’ 


DIXEY 


believes that a strong, spirited, convincing argument is the very 
best thing possible to back up the bright, artistic, catchy appearance 
of your advertising matter. 

He be ieves that advertising is meant to talk plainly and sensibly 
to living, breathing human beings. 

He believes in enthusiasm hitched to facts. 

He believes there is such a quality as advertising eloquence. 

Above all he writes honest advertisements—the Jrewor nq practi- 
cal kind that wastes no words in frills or furbelows, but gets right 
down to facts and serves them to the public in appetizing morsels. 


Now we are ready 


for any orders you see fit to send us, 


Novel ideas for bright, catchy, illustrated work. 

Good, clean-cut writing for any kind of advertising matter. 
Lithographic work in one color or as brightly hued as a peacock. 
Printed work of every description from a business card to a poster 


We want to hear from those progressive, appreciative adver- 
tisers who need proper assistance in the production of their business 
literature and announcements. : 


Uhe Gibbs & Williams Co. 
Lithographing and Printing. 


Wolstan Dixey 


for writing. 


18 & 20 Oak St., N. Y., cor. New Chambers. 
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The Pores 


of the skin have a most im 
portant mission to perform 
in rernoving impurities from 

= the blood. They should be 
kept clean and healthy, which 
can not be done by the use of 
toilet soap. 


Cutelix 


possesses just the qualities 
necessary to a perfect clean- 
sing agent for the skin, and 
in addition is healing and 
curative to an unequaled de- 
gree, 


Druggists sell it for twenty-five cents, or we will 


send a bottle by express for thirty cents. 


CUTELIX CO. 
253 Broadway, New York 


t 
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The beauty of the 
advertising on the 


BROOKLYN “L” 


is the size of cards 
in its cars, — 


16x24 Inches 


and displayed in concave racks. 
Proper curves. No back-num- 
ber frames. You can tell your 
story effectively. 


LIVE ADVERTISERS 


appreciate this, 
Look in the cars and see! 





For rates, address 


GEORGE KISSAM & CO., 
253 Broadway, N. Y. 


35 Sands Street, Brooklyn, N. Y. 
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READY-MADE ADVERTISEMENTS. 
Edited by Wolstan Dixey. 


Readers of PRINTERS’ INK are invited to send model advertisements, Stone for window 
cards or circulars, an any other suggestions for bettering this departm 


POeee OoOTe -ceeed 





There has been a lot of preaching 
in PRINTERS’ INK about plain-spoken, 
common-sense advertising, yet it is a 
text that will bear constant repetition. 

There is too much trying hard to 
say something smart in retail adver- 
tising. There is too much of an at- 
tempt to make overwhelming state- 
ments. There is too much exagger 
ation and useless talk. There ought 
to be fewer, plainer, simpler words 
and more reagenable, sensible state- 
ments. There ought to be more 
straight business talk. 

* 

Here is an advertisement which I 
suspect was written by Mr. J. E. 
Powers. It sounds like his simplicity, 
plainness and utter absence of exag- 
geration or grandiloquent phrasing. 
Try to imitate this sensibleness in your 
store ads. A good imitation of this 
will be a good ad. 





The poorest and cheapest paint will 
preserve the surface you put it on while 
it lasts. 

But it doesn’t last, and the cost of put- 
ting it on is just as great as if it did. 

he economy of Devoe ready paint is 
the economy of all good things: it wears 
and looks well. 

For a room or a whole house Devoe is 
the paint to use, 

The nearest paint store ought to have it. 











A writer in PRINTERS’ INK last week 
says, ‘‘ When a man wants to reach a 
laboring man he must use the laboring 
man’s advertising. You have to decide 
on the intelligence of your hearers ; 
you have to talk their kind of talk.” 

I think that isa mistaken idea. You 
have to get into sympathy with your 
heare:s and think their kind of thoughts 
—if you like ; but you ought toexpress 
those thoughts i in just the best language 
you cancommand By best 1 mean sim- 
plest, plainest—the language adequate 
to the purpose. Any street paver, if 
he can read, will like that languave 
better than if you sa to talk ‘‘his 
kind of talk.”” 

Lord Brougham, I think it was, 
said that in addressing a mob he never 
made such good headway as when 
translating almost literally from the 
Latin classics, 
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Good language is like good painting. 
It appeals to the universal mind and 
heart. The pictures that laboring peo. 
ple most admire and love are copies of 
the great masterpieces, 
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ihe 
inlighbee 
Sehool 


MEMPHIS 


Invites inspection and consid- 
eration of parents and 
guardians. 


Without question the best 
equipped School in this section. 
he largest enrollment and 
very strong faculty. 
as the prestige at long estab- 
lished excellence. 

Memphis indorses this School 
in the very best way by its 
always liberal patronage. 

Its standard is recognized 
abroad by the best colleges. 

Its certificate of examination 
admits to Vassar. 

Its graduates are doing excel- 
lent work at the best colleges 
and as teachers. 

For further 
address 


MISS J. M. HIGBEE, Principal. 















imformation, 






That Man 


MOEHLE 
THE TAILOR, 


is making suits to order at 
prices that scare the ready- 
made clothiers. All new 
fali styles. See him if you 
want to look well dressed in 
your next suit. 


MOEHLETHETA rion 
PLATTSBURG. 
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TEA GARDEN 
CURIO STORE 


COOLEST AND 
FINEST PLACE. % 


North of Mus’c Hall, Midway. [4 


GY 
RELL ROCERRETA 


NY, NY NY, 
px 
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Don’t Cook: 
Yourself 


; 

; 

3 

3 

; 
Use a Gas Range 3 
Better work, less labor. Al- ; 
a 

3 

3 

7 

2 

3 

a 


ways ready, always ready 
to stop. Expense stops 
when cooking stops. No 
kindling, no ashes. 

We connect, without charge 
all Gas Ranges of ec a 
makes in houses along the 
lines of our mains, Your 
merchant sells these ranges, 
and makes no additional 
charge for delivery. 


THE UNITED GAS IMPROVE- ; 
MENT COMPANY. 7 


Ieee ae Oe He Te Te ae ee ae a Oe 





RHEE ER EER EER ERE 


os 
a 





44 tt tt tt ttt 


‘PIANO TIME! 


This is the season when 
the young Soe begin to talk 
iano. re you going to 
uy them one? If you are 
we want you to consider 
these indisputable facts. 
There are no finer, more sat- 
isfactory pianos made than 
the McPhail,the Sterling and 
the Huntington. We sell 
these pianos, and we can 
absolutely and positively 
save money for you on either 
of them. Aren't these facts 
of importance to you? We 
don’t ask you to take o 
word for it. Look the sit 
ation over and convince 
yourself. Cash or $10 
monthly. New pianos for 
rent. One year’s rental 
allowed if purchased. 


FOSTER & WALDO, 
40 Fifth St., cor. Nicolet St. 
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MADE FOR ? 
Early Autumn 
For women. Soft, close- 
ag glossy glace kid. 
kid or patent leather. 
So ies ; light, yielding. 
Your every shoe-thought 
shaped. From the latest, 
ppiest, prettiest r d 
toes to the good old common 
sense comforts. Yes, needle 
toes. Sizes 1to 8, A to E. 
Maker -to-wearer selling 
saves you a dollar to-day. 


P. T. HALLAHAN, 
8th and Filbert Sts. 
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Can Be Seen at a Glance, 


ee ee Se 
SURPRISE SALE NO. 8 


6 OF PAR ThE GREATEST OF ALL SURPRGES GY WiC WE Gave 
atraacteo THOUSANDS OF PUR: 


ron 
CAASERS T) OUR VAST STORE ROOMS. 


me MODEL, ?.4 Sh. 





The Old Story. 
Dollars e e 
Dimes e | (If 


Count up in buying 
Drugs and School Books. | () 





In both of these lines we 
are prepared with the 
Stock and the Prices oo 
make it an object to you ~~~ 
to come to us cover Oe vt 
you have a school 

drug or toilet article and « 
like the present. 


P. M. STECKTIAN. 
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Neat Display. 


Cheap Prices | 


Sell the Goods. 
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® 
Good Idea for a Local Ad. 


y meee 
| DONT 





ASIK 


Who sold Mr. Ben Wood that 
tony Manhattan carriage — 

James W. Redick that pretty 
trap— 

Gould Dietz that pneumatic 
Stanhope— 

F, W. Wilder that Yale trap— 

; Beckworth Bros. a Tuxedo trap. 


The Misses Glles and Ocum- 


paugh a Surrey— 
Gould Dietz piano box buggy— 


igs Rothschild an elegant Stan- 


ope. 


We modestly admit we sold all 
these beautiful vehicles last 
week, put rubber tires on nearly 
all and furnished harness for 


most of them. 


DRUMMOND CARRIAGE CO., 
18th and Harney Sts. 


IEESESEEECCES 


For a Cycle Repair Shop. 





ee Peri] ee 


You are in great peril when 
riding a bicycle constructed 
of or material. You 
should examine every por- 
tion, every part, before start- 
ing out on your rides. If 
passing, we will examine 
your wheel free. 





AFair Cycler’s 
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3 Ten Months’ : 
| Free Credit. | 





a 


IIPORTANT NOTICE. 


We shall continue for another 
) month our offer of ten months 
p free credit without charge. On ¢ 
all purchases, therefore, made 
p at the New England during the ¢ 
p month of September, whether ¢ 
by pie or out of town customers, ¢ 
) we will extend all the privileges 
) of our partial payment plan, giv- 
) ing up to ten months’ free credit, ¢ 
) according to size of purchase, 
without cost. 


: 
) New England Furniture { 
& Carpet Co. ‘ 
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SCHEAP COAL: 


This is the time to buy. 
Duringthe present 
month we are offering 
our choicest hard coals 
at Lower Prices than 

ou have ever before 

en able to buy 
anthracite coal. Come 
in and see us and we will 
make you an attractive 
offer regardin your 
winter’s coal. heten-- 
ber, particular people 
prefer our coal. 


L. KANTNER, 
re ’Phone 493. 764 Edwin Street. 
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A Plain but Useful Ad. 
(f===============>F 


tSaved—! 


Somewhere between Time 
and Opportunity, a few dol- 
lars in buying School Books, 
Stationery and School Sup- 
plies, You save 


Time, Money and Patience 


by coming direct to my 
Book and Stationery Store 
this year—the coming week 
—for these things. Every- 


> + + + > + + + + +++ ~~ 


thing you need in stock. 


J. B. ATTRILL. 
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An Unequaled Field. 


The territory cov- 
ered by the Chicago 
Newspaper Union 
Lists is best de- 
scribed by the term 
the Middle West. 
| Itlies between Ohio 
on the east and Ne- 
braska on the west, 
including those 
States, and within 
a field reaching 
northward as far as 
the North line of 
W isconsin and 
Michigan, and 
southward as far as the Ohio River. It is in the Middle West 
that the agricultural interests of this country have had their fullest 
and most prosperous development. Here are the homes of 
well-to-do farmers, whose well-tilled fields, handsome dwell- 
ings, and substantial farm buildings testify to the industry of 
several generations and to nature’s bountiful rewards. And 
here, too, are growing towns and villages which are covered 
by the circulations of these papers, and whose citizens are 
among the best customers of the manufacturing and mercan- 
tile concerns of the country. 

All over this fertile land prosperous cities and towns are 
found in which diversified manufacturing industries are estab- 
lished, affording employment for millions of operatives and 
comfortable support for their families. 

These lists are published and read in the great States of 
Ohio, Indiana, Michigan, Illinois, Wisconsin, lowa, Nebraska 
and South Dakota. We have confined ur field of operations 
to those States wherein the co-operative plan is used by the 
best class of papers, and circulation per. paper is the largest. 
For this reason, and in view of the high average in means and 
intelligence of the readers of these papers, and their standing 
as to influence and circulation, we feel convinced that our lists 
are entitled to special consideration from advertisers. 











CATALOGUES SENT ON APPLICATION, 


Chicago Newspaper Union. 


10 Spruce STREET, NEw York. 
87 TO 93-SOUTH JEFFERSON STREET, CHICAGO, ILL. 


OFFICES : | 
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DEPARTMENT 


criticism. 


i 


‘By Charles Austin ‘Bates. 


Readers of Printers’ INK may send to this department advertisements, booklets, cata- 
1 es or plans for advertising. As many as pocsible will receive full, honest, earnest 
Where is no charge for it. PRINTERS’ JNK ‘ pays the freight.” 


OF CRITICISM. 








Established in 1866. 
WEATHERFORD, Tex., Aug. 31, 1898. 
Editor of Printers’ Ink: 

Dear Sitr—Knowing your opinion to be of 
great value in all matters pertaining to adver- 
tising, I inclose an ad which I placed in our 
home paper last week, together with a reply 
ad which was placed in a paper this week by a 
competitor. Your opinion as to the value of 
such advertising to this party, together with an 
opinion as to the course I should pursue, would 
be gratefully received, provided you can so ac- 
commodate me in letter form. Yours truly, 

Tue R. E Bett Harpware Co. 
Per Robt. F. Bell. 


A SUGGESTION TO THOSE THAT ARE 
NEEDING 


Hardware and Tinware. 


This is an undeniable fact: Where you get 
the greatest returns is the place to spend your 
money. We doa credit and cash business both, 
and fully realize that we can conduct both under 
the same roof without making the cash custom- 
ers pay for the credit losses. We have but one 
system, arid that is to give the best bargains, 
p mee considered, for the least money, and you 

0 not have to buy ten dollars’ worth to get a 
five per cent discount. We issue no register 
tickets and sell goods close enough for you to 
save five per cent or more on every purchase, 
not waiting till you buy ten dollars’ worth of 
goods torrealize your five per cent discount, or 
get a worthless prize. 

J. R. LEWIS & CO. 


A Suggestion 


Spend your money where 

you will get the greatest 

returns. 
We do not do a general credit business for the 
reason that we oppose taking mortgages and 
realize that both account and cash business can 
not be conducted under the same roof without 
making the cash customer Pay for the credit 
losses. To encourage more of the cash business 


We have adopted the 
cash discount system. 


That is—to every retail cash purchaser we allow 
a discount of 5 per cent—i. e., we issue cash 
register tickets; when you have bought the 
amount of $10 or over you can return them and 
get 5 per cent of their face value, that is, 50 
cents for $10 worth of checks, 75 cents for $15, 
and soon. You must remember that this is an 
age when purchasers have to be alert in know- 
ing the place where the greatest quantity of 
goods can be obtained for the least amount of 
money. 

THE R. E. BELL HARDWARE CO, 

The best advice I can give to Mr. 
Bell is to attend to his own business. 
In other words, let Mr. Lewis talk as 
much as he pleases against Mr, Bell, 


R. E. Bett, Hardware. 











but let Mr. Bell, like the little tar 
baby, “keep right on, not sayin’ noth- 
"Se 


The cash discount system is a pretty 
good one to advertise. It will appeal 
to some people when straight out-and- 
out low-priced cash business would 
not influence them. The idea of get- 
ting something for nothing is a par- 
ticularly strong one with a great many 
people. They would rather pay $10 
for something and get a dollar pre- 
mium than to pay $9 for it without 
the premium. 

Mr. Lewis is right when he says that 
both cash and credit business can be 
carried on under the same roof, but 
the tendency of the times is against it. 
There is a strong tendency among re- 
tailers to change to the spot cash sys- 
tem. I believe that they would all 
like to do it, but most of them have 
not the nerve. The only merchants 
who would rather not sell for spot cash 
are those who deal in high-priced 
goods on which there is an unfair 
profit. These merchants cater to the 
trade that would rather pay a high 
price than be bothered. The mass of 
the people—the wage-earners—those 
who have fixed incomes which arrive 
at stated periods—would very much 
rather pay cash, and thereby get a 
close price. 

The man who says he can run a 
credit business without making bad 
debts is “ talking through his hat.” He 
may reduce the percentage of loss, but 
the chances are that it would be rather 
large. It would be particulariy large 
in the smaller cities where acquaint- 
ance is largely used as a basis of 
credit, and where business is conduct- 
ed on a personal basis. In a large 
store the business is impersonal. Each 
large store has a bloodless machine 
known as the “credit man” who can 
refuse credit or open a $10,000 ac- 
count with exactly the same degree of 
equanimity. He does not know whether 
sales are large or small; whether busi- 
ness is good or bad. All he looks out 
for is that there shall be no losses be- 
cause of bad.debts, The smaller local 
merchant who is his own buyer, seller 
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and credit man is sure to make more 
losses than the machine. 

Lewis & Company say “we sell 
goods close enough for you to save 
5 per cent or more on every pur- 
chase.” Yes, but you can’t see the 5 
per cent. An object lesson is very 
convincing. Mr. Bell gains a point 
when he detaches the 5 per cent from 
the rest of the purchase price and 
hands it over to the customer as a 
separate and distinct present. He has 
altogether the best of the advertising 
side of the business, and if he runs 
his store properly he will get the bulk 
of the trade. His discount must be a 
real discount. Hemust, in the course 
of time, positively prove to the people 
that under his system they save real 
money. If he charges just about the 
same or alittle bit more than Lewis 
& Company, his little cash discount 
scheme won’t amount to anything. 
After everything is said and done, it 
is the facts that count. Ifa man says 
he sells cheaper than his competitor, 
he must sell cheaper. He will have 
to live up to his newspaper promises 
if he expects to hold the trade they 
win for him. If he promises and 
doesn’t fulfill, it would have been a 
good deal better for him not to have 
promised at all. The customer that 
you have deceived and displeased can 
talk against you louder and faster and 
longer than five ordinary satisfied cus- 
tomers can talk for you. 


*,* 


The West Philadelphia Branch of the 

Younc MeEn’s CHRISTIAN ASSOCIATION, 
Sept. 15, 1898. 

Mr. Charles Austin Bates, New York City : 

My Dear Str—What think you of our Au- 
tumn advertisements, copies of which we in- 
close? 

We have madea distinct departure, we think. 

Yours very truly, 
J. H. STRAwBRIDGE. 

Mr. Strawbridge’s distinct departure 
consists of the printing of a diary, giv- 
ing four or five lines from each day from 
September 18, 1898, to September 23, 
1899. It is in vest-pocket size and 
will probably be utilized by quite a 
few of those who receive it. So far 
as this goes it may be a pretty good 
scheme. I would think very Much 
better of it if Mr. Strawbridge had not 
followed the good old time-honored 
plan of “holding up” local business 
men for advertisements in the book. 

Just why everything that the Y. M. 
C. A. gets out should be made a vehi- 
cle for advertising I can not: conceive. 
Why business men should be expected 


to pay for advertising that is likely to 
do them no good, just because the 
scheme is printed by the Y. M. C. A., 
I have never been able to discover. I 
presume that most of the men whose 
ads appear in these books would be 
willing to “chipin” a small amount to- 
wards the cost of the book without 
having the promise of seeing their 
names in type. 

There are many advertisements in 
the book that were manifestly put 
there without any idea of producing 
returns. 

Miss M. Isabel Faust advertises 
millinery, and says that she makes 
“ mourning work a specialty.” I do not 
know how it is in Philadelphia, but in 
New York the young men that the 
Christian Association wishes to inter- 
est are not in the habit of wearing mil- 
linery. Certainly this book must be 
circulated among young men and boys 
if it is going to be of any benefit to 
the association. If it is going to be of 
any benefit to Miss Faust it should 
certainly be circulated about young 
women. 

S. C. Boyer advertises “ Overbrook, 
the garden spot for a comfortable 
home.” I don’t believe he can sell 
many comfortable homes to the boys 
and young men who belong to the Y. 
M. C. A. A very large proportion of 
them are too young to think of buying 
homes in Overbrook or any place else. 

John Arthur advertises his building, 
real estate and ground rent business. 
If this booklet does the Y. M. C. A. 
any good it won’t do Mr. Arthur any 
good, because it won’t go to the right 
people. 

Valentine & Co. advertise coach 
and railway varnishes and colors. I 
would be willing to bet a little bit that 
Mr. Valentine could put into his eye 
all the railway varnish that he will ever 
sell to the boys of the Philadelphia Y. 
M. C. A. 

Twaddell Brothers advertise to these 
Y. M. C. A. boys who probably aver- 
age from fifteen to twenty years of 
age, “ Don’t scold your boy if his shoes 
don’t wear well, but scold us.” Twad- 
dell is a good word to display in this 
advertisement in this book. 

Gara, McGinley & Company adver- 
tise tin, slate and tire roofs. Mr. Gara 
certainly knows better. He certainly 
knows the difference between charity 
and advertising, but I will bet a large 
red apple that he charged the cost of 
this ad to his advertising account. 
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One point about most of the adver- 
tising schemes of the Y.M.C. A., a 
point that most business men are not 
aware of, is that while the scheme is 
ostensibly published by the Y. M. C. 
A., itis really published by an adver- 
tising schemer. The schemer’s propo- 
sition is that he will present to the 
secretary of the association a certain 
number of copies of a very nice look- 
ing advertising scheme, and that in 
exchange for this generosity all the 
secretary need do is to write him a 
little letter addressed to the business 
men of the town, saying that the Y. 
M. C. A. is getting up this scheme and 
that the support of the business men 
will be highly appreciated. Then the 
schemer goes out and_ blackmails 
the business men. I don’t mean to 
suggest that. this Philadelphia book 
was produced inthis manner. I don’t 
know anything about whether it was 
really the work of the association or 
the work of the schemer. No matter 
who does the work, however, the one 
who is “ worked ” is the business man. 
He does not get the worth of his 


money. 
* * 
* 


The following advertisement is clip- 
ped from the /Journa/ of Fishill, N. 
Y., and shows how-one wide-awake 
retailer makes good use of general ad- 
vertising. 


ATKINS. 


DO YOU READ THE 
Ladies’ Home Journal ? 


The following articles are advertised in the 
September number and are sold by us: 

No. 397 R. & G. Corsets. 

Knitted Waists for Boys and Girls. 

Oneita Union Suits. 

Ferris’ Good Sense Waists. 

Goff’s Angora Braid. 

Chriton Safety Pins. 

Mennen’s Toilet Powder. 

Braided Wire Bustles. 

Thomson’s Corsets. 

Grennen’s Farina Cologne. 

Nubian Fast Black Linings. 

Neavsilk. 

S. H. & M. Brush Bindings. 

S. H. & M. Bias Velveteen. 

If you want to find out the good qualities of 
the above, read the /ourna/, and then visit our 
store, or send us your orders, 

Gramophone Concert this evening from 7 
o’clock until 10 o’clock. 


THE CASH STORE. 
Frep ATKINs, 
PEaTTi£ Biock, - - Fisnitt LANDING. 


This shows that Mr. Fred Atkins is 
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a wide-awake merchant. His adver- 
tisement is good for the Ladies’ Home 
Journal, and is good for everyone of the 
advertisers that he mentions, but it is 
particularly good for Mr. Atkins. 

Undoubtedly a great many copies of 
the Ladies’ Home Journal go into 
Fishill and its surrounding territory. 
The people who read the Journal see 
the ads it contains, and in many cases 
must of necessity have their curiosity 
stimulated. They would likc to see 
the articles advertised. They proba- 
bly feel they would like to buy some 
of them, if it were perfectly easy to do 
so. Nowcomes Mr. Atkins and makes 
it so. He focuses into his own store 
all the advertising of the Ladies’ Home 
Journal. He gets the benefit of the 
money that the manufacturers are 
spending for the promotion of their 
goods. Too often this money goes to 
waste. The manufacturer does not 
get the returns he should from his ad- 
vertising. The local dealer misses a 
chance to make easy money. 

I never heard of Mr. Atkins before, 
but I am sure that he runs a good 
store. I am sure that he treats his 
customers well and that his business 
is bigger this year than it was last 
year. The intelligence and snap that 
make him publish this advertisement 
will make him see other opportunities 
in his business. He evidently belongs 
to the small class of merchants whose 
slumbers are confined to their hours in 
bed. 

Another example of the same idea, 
but not quite so good an example, is 
furnished by the following ad of Wm. 
Laubach & Son, of Easton, Pa. The 
difference is that Mr. Laubach con- 
fines himself to one article. The plan 
of publishing a list of a number of 
articles is very much better: 





Do You Read the ** Ladies’ Home Journal?” 
If you don’t you ought to, because it is the 
best Ladies’ Journal in America. Almostevery 
family in Easton will say the same thing. But 
we have special interest in this month’s (Sep- 
tember) issue, especially the entire back page 
of cover with an ad of R. & G. Corsets. If you 
want to know more about these corsets than 
rer knew before, how they are made, etc., 
indly read the above page. 

No. 397 R. & G. Corset is a great seller and 
always in our stock. Ask to see it. Every 
pair guaranteed. We always carry a large line 
of R. & G. Corsets and recommend them 
highly. 

Read the back page of Ladies’ Home Jour- 
nai for September, and when you want R.&G. 
Corsets call on us. 

“Wm. LAUBACH & SON, 
HEADQUARTERS FOR R, & G. Corsets. 
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ONE EYE WITNESS 
IS BETTER THAN 
TEN HEARSAYS. 











That our papers give results is not 
a matter of hearsay. Hundreds of 
eye witnesses (advertisers) testify 
to the fact that the way to get 


Results is to advertise in 


MONTHLY 


Boyce’s weexcies WEEKLIES 


The monthly ha8 a proved circula- 


tion of over 500,000 copies and the 
weeklies over 600,000; the rate per 
line in each is $1.60, no discounts, 
Come and go as you please. Let 
your results determine the length 


of your contract. 


YOURS FOR RESULTS, 


WD. BOYCE C0, "*zzewuane 
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—‘‘from Greenland’s 
icy mountains to India’s 
coral strand ”’—scores of 
energetic and experi- 
enced JOURNAL repre- 
sentatives gather the 
news of the world every 
day in the year, with- 
out regard to difficulty, 
danger or expense. 

Because it gives the 
news first, most fully 
and most accurately, the 
JouRNAL has gained its 
present enormous circu- 
lation. 

Because a million and 
a quarter people buy it 
every day it is an adver- 
tising medium without a 


Che 
ew York 
Journal 


W. R. HEARST. 











